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* BETTER 


PACKAGES 
® 
CARTONS 


DISPLAY 
CONTAINERS 


LABELS 
FOLDERS 


DISPLAY 
CAR D S 


CONSULT 
WITH US! 


* Sales competition demands 
attention compelling — colorful, 
effectively designed packaging 
that tells your story at a glance 


BROOKS & PORTER, Inc. 


CREATIVE PACKAGING © LITHOGRAPHED AND PRINTED 
304 HUDSON STREET » » » NEW YORK 


WALKER 5- 9494 











The picture shows 
the multiple in- 
serting mecha- 
nism on the CON- 
STANT MOTION 
CARTONER carry- 
ing two tubes and 
circulars into car- 
tons at a produc- 
tion rate of 130 per 
minute. They are 
moving only half 
as fast as would be 
required on an in- 
termittent motion 


Multiple Loading on the 


CONSTANT MOTION CARTONER 


Note! 
Buckets on 
the feed 
conveyor 
are now 
placed close 
together to 
allow fast 
and easy 


cartoner giving 4 1 § ja ‘ 
the same output. — : . fe eeding by 


Tubes moving so the operator. 


slowly have far 

less chance of be- 

ing marred and 

the cartons are not 

injured as is apt 

to be the case 

when tubes are inserted singly at high speed. 

This is only one example of the economy of time effected by the Constant Motion Car- 
toner, every part of which moves in a leisurely way while cartoning tubes or other 
articles at a rate of production unobtainable by any other cartoner. 


The Constant Motion Cartoner is not merely a high speed, efficient machine, but one 
that will not in a few months begin to rattle and groan and demand the constant care 
of a mechanic and expensive repair parts, if not entire replacement. 


It cartons soap cakes, bottles, jars, tins, collapsible tubes, etc., at a speed of 50 to 150 
per minute as desired. Direction sheets, advertising circulars and corrugated board 
liners are fed, folded and inserted with the loads. 


Whatever the nature of your package, the Constant Motion Car- 
toner will turn it out more rapidly and more nearly perfect than 
any other cartoning machine. There is a Constant Motion Car- 
toner in use near you. May we arrange to show you this machine 
at work under operating conditions? 


R. A. JONES & COMPANY, INC. cincinnati, ono 
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A minute or two of entertaining reading sand- 
wiched between our serious work will make 
the task so much the easier. Believing that 
readers of MODERN PACKAGING will 
welcome a touch of levity in its editorial 
pages, we present as a monthly feature “Our 
Own Gift Assortment,” appearing in this issue 
on page 35. A word of caution—if it is 
necessary. Our imagination may reach the 
heights of absurdity and we hope our little 
contributions will not always be taken too 
seriously. 


Much of the increased activity in industry 
during recent years is directly credited to 
modern methods of packaging. Playing cards 
through these means now control a large per- 
centage of the novelty business sales. The 
article beginning on page 36 tells how and 
why this came about. 


Indisputable evidence of the important sales 
function of a package—a new wrapper in- 
creases sales 79 per cent in six months and 
900 per cent in 20 months—through one ad- 
vertising medium only. Here is stimulus in- 
deed. Don't miss this article on the packaging 
of Mission Bell soap on page 41. 
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YLPHRAP, the trans- 

parent cellulose with 
the silver sheen, is seen 
on almost every product 
sold over a counter— 
cakes, candies, toilet 
goods, drugs, cards, tex- 
tiles, meats, groceries, 


the list is endless .. . and 





QUALITY'S BEST ATTIRE 


REC.U.S.PAT.OFF 








L eae 
INDUSTRIAT 
CORPORATION 


122 E. 42nd ST., NEW YORK CITY 
WORKS, FREDERICKSBURG, VA. 














you don't have to think 
very hard to learn why. 


SYLPHRAP keeps 
products clean, fresh and 
bright looking. The 
manufacturer who uses 
SYLPHRAP adds eye 
appeal and preserves the 
purity of his product. 
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Whichever Type Carton you use 


| ore 7 


LISTERINE 
TOOTH PASTE 


Reverse Tuck Glued End Straight Tuck 


It Pays 


to use a REDINGTON Machine 


HE prestige which Redington engineers have 

won in the packaging field is due in no small 
measure to their achievements in cartoning 
machines. 


: an Cartons vary greatly in size and proportion— 
Try Redington First especially in type. And the problems presented are 
correspondingly varied and difficult. 


Sometimes it’s a glued end carton, sometimes a 
reverse tuck or straight tuck type. Sometimes there’s 
a circular to be folded and inserted or a corrugated 
protector to be used. But the versatility of Reding- 
ton engineers and the adaptability of Redington 
Cartoning Machines have met these problems with 
notable success. 

F. B. REDINGTON CO., Est. 1897 We build other types, too—special packaging, 
110-112 So. Sangamon St. wrapping and labeling machines or combinations of 
CHICAGO, ILL. these. But when it comes to cartoning machines, 
many of America’s foremost industries say ‘‘Reding- 

ton is the last word.”’ 


REDINGTON 


PACKAGING MACHINES 


Custom Built for Cartoning—Packaging—Labeling —Wrapping 


“If It’s Packaging, 
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The LOOK of LEADERSHIP 


Sine PRINCE! The heir apparent 
to the throne. Has he the stuff 
of which kings are made? Who 
knows? But he has the kingly look. 
Yea, with his manly bearing and 
colorful vestments, he bids fair to win 
his spurs in any type of encounter. 
@ What about the product you dare 
to thrust into the sales tournaments 
of today? The field is crowded. Com- 
petition is keen. Does your product 
have the look of leadership? 

@ Don't deny it a distinctive appear- 
ance. Array it in a stunning Mary- 
land Blue Bottle and watch it capture 
the public's fancy at the start. @ You 
will be interested in the sales sugges- 
tions on the back of this page. 


MARYLAND 
BLUE 
BOT ILES 





Color Commands Attention 


MAGINE the beauty and distinctive- 
I ness that Maryland Blue Bottles will 
add to your products. On dealers’ 
shelves, in window displays, and in the 
home, these attractive containers always 
stand out. Easy to see, easy to remem- 
ber, they make your preparations easier 
to sell—for there is a well established 
merchandising principle that 
“the more readily a product 
is seen and remembered, the 
more freely it is bought.” 


Let us send you samples of 
Maryland Blue Bottles so you 
may see for yourself how they 
improve the merchandising of 


your products. They are unequalled for 
lifting bottled preparations out of the 
commonplace and increasing their sales 
appeal. We make them in a wide variety 
of popular shapes and capacities for 
products sold in several sizes. Or we 
shall be glad to supply you with bottles 
designed to meet your individual require- 
ments. ( The high quality 
of our ware and service is at- 
tested by the fact that many 
leading manufacturers of pro- 
prietary products have been 
our customers for years. Write 
us today for sample bottles, 
stating what sizes you use. 


We also make high quality 
green tint and fiint bottles. 


MARYLAND GLASS CORPORATION 


BALTIMORE () MARYLAND 





MARYLAND BLUE * 


GREEN [TINT + 


FLint BotTtTLes 





New York Representative: 270 BROADWAY 


Pacific Coast Representative: ILLINOIS PACIFIC COAST CO., SAN FRANCISCO, CAL. 
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AccOMPLISHMENT! 


OON an announcement will be made by AUTOMAT that will be of 


vital interest to the packaging industry. 














Automat engineers and designers have turned their genius in the direction of 
more universal interest. 


Past accomplishments of this organization are noteworthy in the solving of 
problems in the butter and oleo industry where now Automat equipment is 
performing every possible mechanical operation in packaging departments. 
So remember the name Automat. 





A difficult problem in the butter print industry has been solved by Automat 
—that of wrapping and cartoning neater, more attractive packages in less 
time and at less cost than by any other method now known. The Automat 
TRIPLEX machine pictured above will wrap and carton pound solids one to 
a carton—wrap half pounds singly and enclose two in a carton, or wrap ) 
quarter pounds singly and enclose four in a carton. AR 





AUTO MAT | 
PQUIPMENT 


ae 





THE AUTOMAT MOLDING & FOLDING CO. 


TOLEDO, OHIO 


New York Office Los Angeles Office 
43 Murray Street 306 Calo Building 
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ca \A/ NT LA 
FACE POWDER 


CHOICE OF 
- LEADING 
~ MANUFACTURERS 


Leading manufacturers have 
to be critical in their selection 
of materials that assist in the 
presentation of their products 
to the consumer. The luxurious 
surface of ARTCOTE papers 
leaves nothing to the imagina- 
tion. The printing qualities of 
this paper maintain every tradi- 
tion that a fine paper should 
possess. It lends itself to all 
methods of graphic reproduc- 
tion and will portray any color 
vividly and clearly. 

Is it any wonder that manu- 
facturers specify ARTCOTE 
gold and silver papers? 
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THE POSITIVE SEAL 


for Moistureproof Cellophane 





Scotch Cellulose Tape will produce a perfectly fitted transparent 


wrapper. No strings or glue necessary. An unusu- 


ally attractive appeal to housewives. 


SCOTCH, 
CELLULOSE TAPE 


is made especially for sealing Cellophane 
wrapped packages. It offers a positive 
seal to packers of Meats, Dried Fruits, Cakes, 
Cookies, Breads, Candies, Textiles, etc. 


SCOTCH 
CELLULOSE TAPE 


requires no moistening and will stick to 
any clean, dry surface. It holds fast 
instantly to either moistureproof or normal 
Cellophane. Will not transmit taste or 
odor to Food Products. Scotch Cellulose 
Tape improves the appearance of the 
package by eliminating strings, bands and 
glue. It has been approved by the Manu- 
facturers of Cellophane. 

Scotch Cellulose Tape is now being 
used in conjunction with automatic pack- 
aging machines, forming Cellophane bags 
for hard candies, nuts, and other free 
flowing merchandise, filling the bags and 
sealing with Scotch Cellulose Tape in one 
operation. 


Available in 
RED, GREEN, BLUE, BLACK 
and TRANSPARENT— 


all with a permanent high gloss, and in 
widths from one-fourth inch to two inches. 


Write for samples and further information to 


_ MINNESOTA MINING & MFG. co, 


Originators of WETORDRY Wierccoet Sandpaper 
SAINT PAUL, MINN. 
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AHOLD THE FAMILY TOGE Thm 


WITH THE SAME 
K RAN K 


One good reason why a new lotion or 
perfume or powder has hard going, 
alone, is that people remember brands, 
not items. But give your product the 
right name, tie it in with the rest of 
the line through the same package design, 
and sales are on the way. 


How Krank went at design 


The A. J. Krank Company, St. Paul, 
Minn., offers an interesting example of 
the way this works out. This concern 
appreciates packaging trends. They 
know the value of a well-dressed, mod- 
ern container. More, they’ve watched 
scores of leading toiletry and pharma- 
ceutical manufacturers switch to Durez, 
caps for all kinds of containers, boxes, 
tubes, and jars. 

Notice how well Durez fitted into 
their plans. The bottles of hair root oil, 
astringent lotion, lemon lotion, muscle 


THE MAKERS OF DUREZ ARE ALSO 


MODERN PACKAGING 


Pewee st TS 


DESIGN, 
KEEP 


oil, and skin tone, all conform to each 
other, in shape, in proportion, in de- 
sign. Labels are alike. Lettering is mod- 
ern. And to top off bottles and labels, 
octagonal Durez caps carry out the 
whole decorative scheme simply and 
efficiently! “The change was desirous, 
both from a mechanical and appearance 
standpoint,” writes A. O. Washburn, 
Vice-President. 


Famous names, famous products 


Krank is only one of scores of nationally 
known and nationally advertised houses 
who make it a point to use Durez. The 
list includes such distinctive names as 
Squibb, Colgate-Peet, Quinlan, La 
Lasine, Pepsodent, Dr. West, Pebeco, 
Zonite, Colonial Club, Pinaud, and 
others too numerous to mention. 

In fact, more than 95% of all molded 
closures in use today are Durez closures! 





| ry perfe 


THE SAME 
ON 


DUREZ CAPS, 
THE MOVE 


Strong, tough, light, they screw down 
tightly, do not bind, release instantly. 
Leakage is prevented. Resistant to acids, 
moisture and perspiration, Durez clo- 
sures are not affected, under normal 
conditions, by the contents of any con- 
tainer. And they stay clean. 


Write for full details 


For information, as well as “Closure 

News,” a brief, newsy bulletin of spe- 

cial interest, which will be sent to you 

each month, 

without charge, 

9\/ y/ write to General 

Plastics, Inc., 

61 Walck Rd., 

N. Tonawanda, 

N. Y. Also New 

York, Chicago, 

San Francisco, Los 
Angeles. 





cl ind compound 





























FRENCH GOLD 


A beautiful paper 


suited for the covering and 


lining of inexpensive boxes. 














Stocked in Thirteen Patterns 








Samples on Request 


a 


EXCLUSIVELY 


KELLER- DORIAN PAPER COMPANY 


INCORPORATED 


390 FOURTH AVENUE NEW YORK 


THIS INSERT §S PATTERN No. 132 
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To fill the nation’s sugar bowl— 


Uncle Sam has a sweet tooth —so sweet, in fact, that refining sugar to 


satisfy it is one of the country’s major industries. 


Sagas arS: 


From the country’s leading refineries a constant flow of packages pours in a 
steady stream into forty million homes. Quite as important as refining the sugar PNEUMATIC MACHINES 


is the problem of packaging it — strong enough to keep it sweet and pure from Carton Feeders—Bottom Sealers 
—Lining Machines— Weighing 

refinery to table, fast enough to keep pace with production, accurately to give Machines (Net and Gross)—Top 
. Sealers — Wrapping Machines 

correct measure and avoid waste. (Tight and Wax)—Capping Ma- 
‘ . ° . ° ° . : chines—Labeling Machines — 
Sugar's leading producers, just like those in practically every packaging industry, Veenuy Willan -Masiines tes 


have found Pneumatic Scale Packaging Machinery the best method of performing liquids or semi-liquids) — Auto- 
their packaging operations. In fact, practically all of the sugar refineries in the ah te 
United States use Pneumatic Scale Packaging Machines. They have tested costs, Tea Ball Machines 


performance, depreciation — all the things you 


iD A ee RUD Chea! 


Sat tes clic SER 


must consider when you contemplate buying pack- 

aging machinery. The results of their experiences S 

are contained in a booklet, entitled, “An Interview,” N E U MATIC CA L E 
a booklet that should prove an invaluable guide ACKAG | NG MACH | N ERY 


to you in your selection of a packaging method. PNEUMATIC SCALE CORP., LTD., NORFOLK DOWNS, MASS. 


Branch Offices in New York, 26 Cortlandt St.; Chicago, 360 North Michigar 
Ave.; San Francisco, 320 Market St.; Melbourne, Victoria; Sydney, N.S. W., 
and Trafalgar House, No. 9 Whitehall, London, England. 


Write for a copy. 
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Send for Booklet, 
“Merchandising with 


| Display Containers“ 


EINSON-FREEMAN CO., INC., 
10 MODERN PACKAGING 


(— we er, . a | 
J. ‘ANNETTE's ms as : The Einson-Freeman 
“| PERFECT CLEANSER = Patented Double- 


> Tier Container 


No. 1,428,226 





LITHOGRAPHERS, 





fet Kleine y 


CLEAN SANITARY DURABLE |) 








STARR AND BORDEN AVENUES, LONG ISLAND CITY, N. Y. 





5 JUDGMENTS 


UPHOLD EINSON-FREEMAN 
DOUBLE-TIER DISPLAY CONTAINER 


. . « MANUFACTURED UNDER PATENT No. 1428226 
... DATED SEPTEMBER 5, 1922 














The judgment of the executives of the First Packaging Conference Clinic and Exhibi- 
tion of the American Management Association, held at the Hotel Pennsylvania, N. Y., 
May 19-21, 1931, selected a double-tier container manufactured by the Einson-Freeman 
Company under this patent, as the outstanding container for usability and practicability. 













Four additional judgments have been 
handed down by the United States Dis- 
trict Courts in favor of the Einson- 
Freeman Company against imitators 
and infringers of the double-tier patent. 


The first judgment for infringement 
against unfair competitors in our favor 
was by the U.S. District Court for the 


Eastern District of New York dated 
July 2, 1927. 


The second judgment was by the U. S. 
District Court for the Eastern District 
of New York dated June 12, 1930. 


The third judgment was by the U. S. 
District Court for the Southern Dis- 
trict of New York dated April 8, 1931. 









THE FOURTH SUIT FOR AN INFRINGEMENT OF THE PATENT RESULTED 
IN A JUDGMENT IN FAVOR OF THE EINSON-FREEMAN CO., INC., 
RENDERED “MAY 22, 1931, IN THE U. S. DISTRICT COURT, EASTERN 
DISTRICT, IN AN ACTION DEFENDED BY THE FORBES LITHOGRAPH 
& MFG. CO. OF BOSTON, MASS. 


These decisions fully protect the basic rights of the Einson-Freeman Co., Inc., on the double- 
tier container. They are definite protection to those of our clients who recognize the dis- 
tinctive sales producing value of this device. They also protect the following concerns 
who have manufacturing licenses under this patent. 





International Folding Box Co., North Bergen, N.J. 
Brooks Bank Note Company, Springfield, Mass. 
Morris Paper Mills, Chicago, Ill. 


Brown © Bailey, Philadelphia, Pa. 
Compressed Paper Box Co., Bridgeport, Conn. 
Somerville Paper Boxes, Ltd., London, Canada 





ALL INFRINGERS WILL BE VIGOROUSLY PROSECUTED 


The Einson-Freeman double-tier container possesses the following advantages over other 
types of display containers :— 
It ships compactly; it sets up instantly; it takes but a third of the usual counter 


space; it shows two tiers of products; it has three times the advertising space; it 
gets up, stays up on the counter, and helps to sell goods. 


EINSON - FREEMAN CO., inc. 


LITHOGRAPHERS 


STARR AND BORDEN AVENUES, LONG ISLAND CITY 
Chicago OfficeWrigley Bidg., Chicago, III. 


Specializing 
in.WindOWand 


store display 
adverfising 


Boston Office——-302 Park Square Bidg., Boston, Mass. 


SEND FOR BOOKLET, ‘‘MERCHANDISING WITH DISPLAY CONTAINERS” 
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PACKOMATIC 
MACHINERY 


wins new USCrs 


| EVERY 
MONTH 


You may be amazed to find 
that your present method 
of handling and _ sealing 
cartons and shipping containers 























Packomatic Wax Wrapper in- 


stallation at The American is costing each year more than 


Products Company, Cincin- 4 - 
nati, ec ice , an5 of 400 would automatic equipment. 
ee eee products, Why not make that additional 
sold in states under the 

nationally known trade name profit ? 


ZANOL 
Packomatic machinery is simple 


in construction and operation 
which means lower mainte- 
nance costs. It is easily and 
rapidly adjustable or converti- 
ble for various sizes of cartons 
and shipping cases. 


A FEW PACKOMATIC USERS Write—Wire—or Phone for a Pack- 
omatic Engineer. Any time—any 


The Quaker Oats Company place—No obligations 


Canada Dry Ginger Ale, Inc. 
George A. Hormel Company 


Lavoris Chemical Company WRITE FOR NEW CATALOG 


Maxwell House Products 


Company A 
Ohio Salt Compan 
Thomas J. Webb oii FERGUSON <p NATIONAL 


Procter & Gamble Company 
The Sanitary Grocery 


Company 
The Carnation Company O 
The Postum Company 


The Cream of Wheat Corpo- 
ration 


cremate commen PACKAGING MACHINERY 
Compaond Crystal y 1 FERGUSON COMPANY, JOLIET, ILLINOIS 


Compan 
etd Branch Offices: NEW YORK ST. LOUIS LOS ANGELES 
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IF YOUR PRODUCT 
IT NEEDS THIS 


Shellmar Transparent Multicolor wrappers 
offer not only full visibility and protection 
for your product, but what is more they 
secure and hold 
the attention of 
prospective buy- 
ers through their 


colorful appeal. 


Many firms today 
can testify to the 
Fact that new 
packages, created 
and developed 
by our expe- 
rienced mer- 
chandising staff, 
in many cases 
have meant more 
to their sales and 
profits than were 
they to have 
brought out 


new products. 


CHICAGO, U.S.A. 


SELLS. ON: SiGrrr 
ADDED EYE APPEAL 


Shellmar-created Multicolor wrappers are 
founded on sound and basic merchandising 


ideas. They help your product sell itself. 


Send us today 
samples of your 
present Cello- 
phane wrapped 
packages, or new 
items you plan 


on releasing. 


Our Creative 
Department will 
visualize to you 
without obliga- 
tion how you may 
obtain increased 


sales. 


Write Shellmar 
Products Com- 
pany, 3501 W. 
48th Place, 
Chicago. 





MuitiniGolonaGREATIONS#foniBEMmME Repackaging 





Sample tipped on with Scotch Cellulose tape. Full information on request. 





acts! 


Competition is fierce these days, 
and one product in Cellophane 
may have its equally visible com- 
petitor sitting by its side on the 


same counter. 


The answer is— 


Cellophane plus Color 
Color will add life and beauty. 


Color acts as a magnet for the eye 
that too often hurriedly runs over 
scores of packages in passing. 


Color registers and pulls. 


Give your package the advantage 
of Multicolor by Shellmar. 


| SHELLMAR PRopUCcTS Company 


3501 W. 48TH PLACE -§ CHICAGO 














THE MOST COMPLETE 
REFERENCE GUIDE 
TO PACKAGING 


INFORMATION 
LISTINGS 
MACHINERY 
PAPERS 
DESIGNS 


PUBLISHED BY ‘i es 
BRESKIN & CHARLTON ack Seats 


whet lars 


PUBLISHING CORP. ne gasies 


11 PARK PLACE ne 
NEW YORK ves wen 


sesse* U 
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MCDONALD FULFILLS EVERY 
NEED OF RELIABLE LABELING 


HE McDonald Engineering 

Corporation, producers of label- 

ing machinery for STRAIGHT-LINE 

production, have created labeling 

machines for every type of label 

application. Each machine in itself 

is amodel of labeling perfection 

and represents over ten years of 

engineering skill. These machines 

operate with maximum efficiency at 

the lowest possible cost, giving en- 

tire satisfaction toall users. Their distinctive features 
are accurate registration. high speed, and extreme 


simplicity. 


All types embody their own intake and discharge 
conveyors which are 34” above the 


floor. 


The speeds range from 30 to 144 con- 
tainers per minute and all types can 
be adjusted for various sizes in 10 


minutes. 


The SINGLE LABELER applies ‘‘spot’’ 
labels on all packages and one label 
on three sides. 


The ALL-AROUND LABELER 

wraps a label around the container, 

gumming the entire label and ap- 

plying it. It gums first the center 

of the container, after which the 

HFXYI RES label magazine deposits a label 
on the gummed surface while 

gummed pickers apply gum on the 

other parts of the label. A perfect 

lap is made at a speed of 60 bottles 


per minute. 


WRITE FOR FURTHER 


The FRONT AND BACK LABELER 
applies two labels simultaneously 
on opposite sides or two labels all 
around the container, or one ‘‘spot’’ 
label when occasion requires it. 


The DUPLEX LABELER labels two 

containers or packages simulta- 

neously without increasing the ma- 

chine speed, and can be either the 

“‘Single”’ or ‘‘Front and Back”’ type. 

It is two labelers in one and is a slow running, long- 

lived machine with a labeling speed up to 144 containers 

or 288 labels per minute. It is designed to keep pace 

with the modern high speed cartoning and wrapping 

machines and eliminates the necessity of adding 
another labeler, another operator and 
additional floor space for doubling the 
production. 


One DUPLEX MODEL labels two 
rectangular bottles, jars, boxes or cans 
in tandem by applying one label on 
each of the two containers or two 
labels on each of the two containers 
simultaneously. Another Duplex 
model labels two containers of dif- 
ferent sizes simultaneously in pairs 
by applying one label on each size at 
the same time at a speed of 60 per minute for each line. 


The DOUBLE END LABELER applies one label on each 
end of the package simultaneously, or on one end only 
when desired, and may be lapped over the top and un- 
der the bottom. 

Cartons, cigar 

boxes, cakes of 

soap, hosiery 

boxes, etc., are 

labeled on this 

machine at a 

speed of 30 to 60 

per minute. 


INFORMATION 


McDONALD 


ENGINEERING CORP. _ 


220 VARET STREET. BROOKLYN, NY. 


LONDON CHICAGO 
Windsor House, Victoric St.S.W.i--------I2 Merchandise Mart 


LOS ANGELES 
443 So. San Pedro St. 


MODERN PACKAGING 





. $5 oe 


pane Oe 


a = ‘ tae * 5? ec : 7 . —_ . . 
peeee Petig oOa ey Be va 4) et anti eaten. eyes, . ; : re are ‘ pen = Se Nae site <3 Tpeovetae ap 
vas ; FS LA. sae rs . : ee ey * ie hn rea e- aegeeet — ion 


2% we ee hoa we » aytate! at cine gs, Be, SRR eC SOS FA a, yc Be er ee ees 


i 


ser =a yer — 


“ - és 
toh Se lpi F Pee ro 


y Way Bes ees amg y ‘ 


ae 


oe 


re abe “xs 





UW A 
VENEER 


YOU CAN ONLY APPRECIATE WHAT THIS NEW 
PAPER HAS TO OFFER BY SEEING A SAMPLE 
BOOK. WRITE FOR YOUR COPY AND SAMPLE 
SHEETS IF DESIRED. 


OF ALL THE WOOD IMITATIONS THAT HAVE 
BEEN MADE, NONE HAVE PRESENTED TO THE 
BOX CREATOR SUCH A COMBINATION OF COL- 
OR AND WOOD-LIKE APPEARANCE AS BOX 
VENEER. COMING AS IT DOES FROM THE RE- 
SEARCH DEPARTMENT OF THE HAMPDEN MILLS AT 
HOLYOKE, DISTINCTIVELY NEW BOXES MAY NOW 
BE DESIGNED WITH EVERY CONFIDENCE THAT 
THEY WILL EXPRESS THE SPIRIT OF THE DAY. 
TODAY'S CREATIONS ARE THE RESULT OF FIFTY 
YEARS EXPERIENCE FASHIONING BOX PAPERS 
TO BE DIFFERENT FROM ALL OTHERS BEING 
SHOWN. 

TRY COVERING A BOX WITH BOX VENEER AND 
SEE WHAT A SENSATION IT CREATES. 


HAMPDEN GLAZED PAPER & CARD COMPANY 
HOLYOKE, MASSACHUSETTS 
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Doubling the value of 


In packaging a line of cosmetics, 
or other preparations, “family re- 
semblance” may be achieved by the 
use of containers and labels obvi- 
ously similar in design, and Bakelite 
Molded closures precisely alike in 
form and color. But even then the 
“family” often strays apart in the 
display case, on the counter, or on 
the dressing table. 


To keep together several items in 
one line, to make each one help in 
selling another, some manufacturers 
are using Bakelite Molded bases, 
arranged to hold two or more com- 
panion jars or bottles. These com- 
bination bases serve as excellent 





“Family Resemblance” 


display stands or samplers for per- 
fumes and as handy containers for 
the several lotions used in a course 
of treatments. 


Bases, closures and containers of 
Bakelite Molded greatly enhance 
the beauty and saleability of prod- 
ucts for which they are used. The 
material lends itself admirably to 
the reproduction of practically any 
shape or design, and may be pro- 
cured in a wide variety of attractive 
colors. We invite you to take ad- 
vantage of our many years of ex- 
perience, and to enlist our cooper- 
ation in adapting this material to 
your packaging needs. 


BAKELITE CORPORATION 
247 Park Avenue, New York, N.Y. Chicago Office: 635 W. 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 











BAK 


























LITE 


REGISTERED 3 . 5. PAT. OFF. 
The registered trade marks shown above distinguish materials (oe) numerical sign for infinity, or unlimited quantity. It symbolizes the infinite 


monuloctured by Bakelite Corporation. Under the capital “B” is the 


number of present and future uses of Bakelite Corporation's products. 


THE MATERIAL OF A THOUSAND USES 
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ADDED SALES-APPEAL 
ADDED PROTECTION 


DECREASED COST 


Write for a portfolio of Riegel Wrappers contain- 
ing large sheets and explanatory data on all uses. 





RIEGELS 





= Made by ——s 
RIEGEL PAPER CORPORATION = 
342 Manison Ave. — New York, N.Y. 


wAXED GLASSINE : ay 
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M, M@DERN 
@UTSIDE 


M@DERN 
INSIDE 


EGARDLESS of season or climate, housewives 

in every locality now enjoy the full fresh 

and crispy flavor of Quaker Crackels, Puffed 

Wheat and Puffed Rice. Sealed in an inner bag 

of Riegel’s Waxed Glassine, moisture and hu- 
midity are definitely excluded. 

No other wrap used in cereal packages today 
affords the high degree of moisture protection 
found in waxed glassine.* The inner bag gives 
Quaker packages the double sales appeal of 
perfect protection plus the full force of their at- 
tractive, modern carton. No Quaker product 
stands hidden on the dealer’s shelf, dimmed by 
an outer wrap. 


* Illustrated chart upon request. 
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Louis Dejonge and Company 


New York 


% This insert was printed without the use of rubber plates. 
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HAVE never been satisfied with 
‘near enough”; neither has the 
Dejonge organization. Quality 
and color must meet the specifi- 


cations 


Your containers covered with 
Dejonge Papers will carry your 
message of quality. Dejonge 
Papers attract and hold the eyes 


of buvers 


Our sample books show a variety 
of colors and finishes that will 
meet vour requirements. Write 


for them 





Philadelphia 


Chicago 























Bente EN Reser 


eet heSS 


ae eh Os Sa 


a~ ™ YY 7A nd 


y & 






























Unsuspected Sales Possibilities 


are Hidden in 
BASHFUL PACKAGES 


Wrap Your Product without 
Concealment .... Display It 
without Exposure ........ 


You must have considered wrapping your 
packages in Cellophane—especially since Cellophane 
can now be sealed airtight. We can guess what’s 
making you hesitate..... Costs..... You have an 
idea, perhaps, that machine wrapping in Cellophane 
is expensive—in waste of a material apparently hard 
to handle—in the cost of automatic equipment 
speedy enough to handle your volume. 








Open up your mind to fresh consideration of 
what Cellophane and the Battle Creek Cellowrap 

The nationwide Battle Creek Machine can do at low cost for your product. 
Sales and Service Division is 
yours to command as new 
packaging problems arise— 
and for service to all users 
of Battle Creek or Johnson 
Automatic Machines. - - - 


If sales, in spite of every effort have fallen off, 
apply this modern magic: Reveal the attractions of 
the packaged product to the inquisitive eyes of its 
buyers. Wrap it, yes,—and protect it completely 
from air and moisture. Put it in the modern dress 
of Cellophane, neatly tailored into a smooth safe 
package by the Battle Creek Cellowrap Machine. 


BATTLE CREEK The Cellophane is fitted to the package like a trans- 
parent skin—and sealed tight as the soldered top of 

CELLOW RAP Seomate can. 
MACHINE Use the coupon below to tell us a little about 


your package—just its size and contents—and we 
will tell you about Cellophane Wrapping Costs. 


The coupon is for your 
Convenience. Fill itin 
and send it now. - - - 










Battle Creek Wrapping Machine Co. 
(Also Operating the Johnson Automatic Sealer Co., Ltd.) 


Battle Creek, Mich. 


Foreign Representative: 
C. S. du Mont, Windsor House, 
Victoria St., London, England 
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BATTLE CREEK 
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Clip and Mail the Coupon to BATTLE CREEK WRAPPING MACHINE CO., Battle Creek, Mich. 
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A new line of 


ultra-smart containers 


If your product requires an especially smart 


container in relatively small quantities . . . 


If you are looking for containers with that 
“hand-blown” air, but of surprisingly mod- 


erate cost... 


Then the new Owens-Illinois line is exactly 
suited to your needs. Months have been 


spent in its development to produce the ultra- 


smart appearance typical of modern merchan- 
dise. With their interesting designs, light- 
ness of weight and clarity of outline, these 
containers combine all the essential features 


of today’s trends in packaging. 


All of the designs illustrated are available— 
in a wide variety of sizes. Owens-Illinois 


Glass Company, Toledo, Ohio. 








OWENS-ILLINOIS 


BOTTLES AND GLASS CONTAINERS 
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IN an 
shippin 
ation 





_ titche 


Comps 
Addre 


City— 


@N an effort to clarify the problems attached to our 


Bhipping department, we would like to have full infor- 
ation from you on the various classes of Wire 


Ktitchers manufactured by you. 


st 


We ee fibre boxes per day. 
corrugated boxes per day. 


We use__—___—_ 


= Company——_—-—____ — 


: Address —————— 
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First Class 
Permit No. 8633 
Sec. 384%,P L&R 
Chicago, III. 


BUSINESS REPLY CARD 
No Postage Stamp Necessary If Mailed In The United States 
2c POSTAGE WILL BE PAID BY 


J.L. MORRISON CO.,, inc. 
116 W. HARRISON STREET 


CHICAGO, ILL. 



































IT WILL 
PAY 


ORRISON ‘‘Perfection’’ 

Stitchers are profit mak- 
ers. They incorporate every 
advancement and improve- 
ment in stitcher design. They 
embody decidedly distinctive 
features that lower upkeep and 
heighten performance. More 
than that, Morrison Stitchers 
are designed and made by men 
with nearly a half century of 
experience. 


It will certainly pay you to mail 
this card back—Do it now. 


Industries now using ‘‘Morrison Per- 
fection’’ Stitchers—Meat Packers, 
Shoe Manufacturers, Canners, Bak- 
ers, Confectioners and a host of 
others. 


Applicable with complete success to 
corrugated or solid fibre. 





NEW YORK CITY 


116 West Harrison Street 





THIS CARD 


GENERAL OFFICES AND FACTORY, NIAGARA FALLS, N. Y. 


445 King Street, West 
TORONTO, CANADA 


THE J. L. MORRISON COMPANY 
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MAKES COMPLETED— 
FILLED PACKAGES 
USING CELLOPHANE, 
SYLPHRAP OR OTHER 
TRANSPARENT 
CELLULOSE PAPERS 

















MODERN PACKAGING 


ANY FREE 








AUTOMATIC 








WITH THE 








PETER S| 








AUTOMATIC 








CELLOPHANE 





PACKAGER 





HE consumer is aware of the advantage 
of the Cellophane wrapped package. No 
longer does he take any package — no — he 
wants the visible, protected package. 


You can give the consumer what he wants with 
the new Peters Automatic Cellophane Packager 
which makes what was once a_ laborious, 
hand proposition — a labor saving, profitable 
operation. 


The Peters Packager takes the Cellophane or 
other transparent cellulose papers, from the 
roll, forms a cylindrical package around the 
required weight of the product and delivers a 
complete package, hygienically sealed. 


It will wrap all types of products, including 
cereals, confections, dried fruits, coffee, tea, 
nuts, almost any loose or free-flowing product. 
The size of the packages ranges from 1” to 
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S4FLOWING PRODUCT 
A\LLY CELLOPHANE WRAPPED 








6” in height and 154” to 234” in 
diameter. A change in size of pack- 
age is obtained by a simple turn of 
a wheel and takes but a few min- 
utes. The machine can be synchro- 
nized with an automatic weigher. 


Only one operator is necessary to 
turn out an average of 9000 packages 
a day. Considerable savings in ma- 
terials are effected by the elimination 
of large overlaps of Cellophane. 


Another economical feature of the 
Peters machine is that it conserves 
floor space, taking but 3’ x 3’ in floor 
coverage. It can be connected to any 
light socket. 


17 | C42) 0 2) GQ 


During the wrapping and _ filling 
operation, the contents of the pack- 
age are in no way marred or 
scratched. Should a moisture-proof 
package be desired, use the mois- 
ture-proof Cellophane material. 
Single or double Cellophane can be 
fed from the roll without any changes 
in the mechanism. 


If you are already using a Cellophane 
package, you’ll be interested in this 
economical labor- and time-saving 
machine. If you are not using Cello- 
phane, then you ought to. 


Write for further particulars. 








PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 
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Norloc Molded Packages 


have caught on! eee le aa 


HESE smart modern packages designed and molded by 

Norloc have caught public fancy! And they have held 
it... because they hold their beautiful brilliance permanently 
.... because Norloc molded packages are incorrodible, clean 
and sanitary and because distinctive designs and trade marks 
of any kind may be formed in sharp relief. 


Modern-minded manufacturers, with an eye to the sales chart, 
are presenting their products in molded containers. They know 
that by consulting Norton they get designs that are swift and 
engaging invitations to buy. They know that Norloc molded 
containers mean artistic and mechanical perfection coupled 
with utmost economy. 


Norton will gladly confer with you on the possibility of 
spurring sales onward via the molded package. 


Norton Laboratories, Inc. 
Lockport, N. Y. 
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What STERLING Isto silver 


is to box board - THE BEST 





LOWE PAPER COMPANY 
RIDGEFIELD.N.J. 


a 





FOR 25 YEARS 


LOWE PAPER COMPANY 
has been producing 


Clay Coated Folding Boxboard 
Their plant, less than five miles from New 
York City, is the last word in efficiency. 


If you want quality with uniformity,— 
courtesy with real service,—and satisfac- 


tion from your customers, —use 


LOWE PAPER COMPANY 
RIDGEFIELD, N. J. 





THIS INSERT IS 


RIDGELO CLAY COATED BOXBOARD 


COATED BUFF AND WHITE DUPLEX 
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How Parke, Davis & Co. 
saves 40% 


in labor cost 


with improved 


packing method 


Rolling a bottle in Kimpak Crepe 
Wadding. The girls work at conveyor 
tables where the bottles are individu- 
ally wrapped, packaged and placed in 
cartons for shipment to Parke, Davis 


& Co. customers. 


(Excerpts quoted by permission from an 
article, ‘Handling Pharmaceuticals Mechani- 
cally in the Parke, Davis & Co. Plant,’’ by 
D. G. Baird, in the March issue of Materials, 
Handling and Distribution.) 


“AMAIOR volume of the prepara- 
tions is in glass and all, of course, 
must be carefully packed. Shavings, 
corrugated paper board and crepe wad- 
ding are the materials principally used. 
Mr. Bostock pointed out numerous 
advantages of the last-named material 
and said that if they had to buy shav- 
ings (which they don’t, because they 
get them from the box factory), they 
would probably use it where they now 
use shavings. 


“As it is, the Detroit plant uses this 
wadding principally in sampling the 
medical profession. Parke-Davis .. . 
when it develops a new product, sends 
a sample to 135,000 or so doctors. ... 
Several such mailings are made each 
year. 


“These samples ... are just rolled 
in a sheet of wadding, which comes 
cut to size, and are slipped into a cyl- 
indrical carton, or, if several are to be 
shipped at once, laid in a rectangular 
cardboard box. 


“This has reduced the labor cost 


Whatever YOUR product may be, and of whatever material made, it will 


perhaps as much as 40 per cent, Mr. 
Bostock said. 


“Other advantages are that the ma- 
terial is white and hence suggestive of 
cleanliness; it is hygienic, absorbent 
and an insulator. If a bottle of liquid 
is broken, the material absorbs it and 
so protects other goods. Because of its 
insulating properties, it is also used in 
packing biological products which are 
shipped in packages weighing as much 
as 40 pounds. 

“The fourteen Parke- Davis branches 
use this packing material in their regu- 
lar parcel post shipments to the trade.” 


MP-6 


pay you to investigate the numerous advantages of Kimpak Crepe Wadding. 
Tell us what your product is (if possible send a sample) and we will forward 
samples and costs without obligation. 
Kimpak comes in rolls, sheets or pads of various thick- 
nesses, plain or paper-packed, according to your requirements. 


Kimpak 


CREPE WADDING 


MAIL THIS COUPON—attached to your letterhead 
Kimberly-Clark Corporation, Mfrs., Neenah, Wis. 
Address nearest sales office at 
8 South Michigan Ave., Chicago 
122 E. 42nd St., New York City 

Our product is 
Sample is going to you by mail. Please send samples 
of Kimpak and costs. 








Company. 
Attention of. 
Address. 
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50 Church St. 
New York, N. 


A NEW TOP 


BLISS ANNOUNCES | 








ITH present equipment the operator has to lift every case up to the 

proper level and then rehandle it after it is stitched with consequent 
fatigue to the man, loss of time, and possible strain and damage to the case. 
The work table also has to be adjusted for every different size of box. 


The new Bliss Top Stitcher has the work table operated by a motor, a balanced 
foot pedal controlling the raising and lowering of the table. A lever actuated 
by the top of the case automatically stops each box at just the right height 
for the blade anvil to enter under the stitching flaps, eliminating hand adjust- 
ment. No case need be lifted by hand as the machine will raise a 90-lb. case 
as easily and as quickly as one that is empty. 


Write the nearest Bliss Office for full information. 


H. R. BLISS COMPANY, INC. 


Manufacturers of Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre Containers 


NIAGARA FALLS, N. Y. 


James Q. Leavitt Co., 608 So. Dearborn St., Harry W. Brintnall Co., 
Y. Ogden, Utah Chicago, Ill. San Francisco, Cal. 





STITCHER WITH POWER LIFT 
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Here is Artcote’s 

No. 3360, a sheet of golden 

lustre, admirably suited for 
packaging use. It is guar- 

anteed not to tarnish or to 
rub off, and it has an ex- 
cellent printing surface. 
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Our special this month is the finest gold paper ever made: Arteote 
Gold, a sheet of superlative quality—selected from a thousand 
wonderful box papers—available through this new Service. 


HTH 


Here at one place is a new convenience for you, a unique service of many advan- 

.¢ tages to all users of fancy papers that will save you much time and effort in 
your next selection. . . . We are representatives for every manufacturer of 
box papers both here and abroad. We handle no exclusive line but make all 
papers available for your choice at no additional cost. Every new paper, 
every new design and every new texture is here. . . . Write us today about 
any sheet you may want in any quantity. There is no obligation. 


Wu. SCHILD & COMPANY 


300 West Adams Street Chicago, Illinois 
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will reward the 


Sales Volume—et Christmas 


that 


package 


“Looks like a Gift!” 








De Luxe box 
by Sperling, New York 











Plan your package now — and put it in a class that will 


ensure preference, by specifying a box — 


Keratol, with its fabric base, is adaptable 
to a greater variety of shapes, designs and 
colors, affording conformity to the color- 
scheme of your product or trade mark. Ob- 


tainable in any color, weight, and over a 


hundred designs. 


THE KERATOL COMPANY 
South and Van Buren Sreets 





Newark - - - New Jersey 


MODERN PACKAGING 





“Covered with Keratol.”” 


Lend distinction to your package that papers 
and other fabrics cannot approach-—and satisfy 
the tastes of gift-minded millions with the triple- 
appeal of Keratol—Texture, Design, and Color. 
Styles for selection appropriate for masculine 


or feminine gifts. 


Send for samples of MODERN, versatile and 
beautiful Keratol . . . or, without obligation, advise 
us the contents and color scheme of your product, so 
that appropriate samples will be submitted. 
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BETTER PACKAGES 


Positions 


Earn ihe Choicest Sales 
Dea LERS everywhere recognize the 
ready salability of quality products 
when attractively packaged in cans con- 
venient to use. Better packages always 
get the preferred positions in windows 
and inside displays. 

And attractive, colorful packages, dis- 
played where consumers buy, are 


tremendous sales stimulators. 


= = 


=_= = = 
== = 


In this era of sharp competition your 
packages must at least hold their own 
against those of all your competitors 
... else you will lose sales. 

Investigate the advantages of Conti- 
nental cans for motor oils, greases and 
allied products. Let an experienced 
Continental representative help you 


with your packaging problems. 














Kansas C ity 







WRITE — WIRE — PHONE 
The Sales Office Nearest You 


. Baltimore, Md. 
3500 East Biddle St. 
Wolfe 9700 


Boston, Mass. 
131 State Street 
Hubbard 7172 


Chicago, Il. 
4622 West North Ave. 
Spaulding 8480 


Cincinnati, Ohio 
2510 Highland Ave. 
Jefferson 2201 


Dallas, Texas 
1118 Praetorian Bldg. 
Dallas 2-5924 


Denver, Colo. 
3033 Blake St. 
Tabor 4261 


Detroit, Mich. 
1900 East Jefferson Ave. 
Fitzroy 3292 


Jersey City, N. J. 
loth & Coles Sts. 
Montgomery 5-4700 
Kansas City, Mo. 
Guinotte & Lydia Aves. 

Victor 7250 


LET AN EXPERIENCED 


CONTINENTAL 


REPRESENTATIVE HELP YOU WITH 
YOUR PACKAGING PROBLEMS... 


HE Continental Representative, skilled in “Pack- 
a to Sell,” offers the knowledge and ex- 
perience gained thru many years of helping 
solve the package problems of many diversified 
businesses. 

He also offers the advantages of Continental's 
large resources—38 plants strategically located 
from coast to coast... sales offices in principal 
cities . . . completely equipped research and 
development laboratories ... a skilled organiza- 
tion of engineers and designers—all “Partners 
in the Business,” with a deep personal interest in 
serving you well. 

You will find it to your advantage to consult a 
Continental Representative. Write, wire or phone 
the sales office nearest you. 





Los Angeles, Calif. 
3820 Union Pacific Ave. 
Angelus 7111 
Nashville, Tenn. 
500 Benton Avenue 
Phone 6-6682 


New Orleans, La. 
521 North Scott St. 
Galvez 4145 
Passaic, N. J. 
217 Brook Ave. 
Passaic 3-2115 
St. Louis, Mo. 
P. O. Box 1242 
Bridge 3550 
Wheeling, W. Va. 
Wheeling Steel Corp. Bidg. 
Wheeling 3900 
New York City, N. Y. 
100 East 42nd St. 
Ashland 4-2303 
Chicago, II. 
111 West Washington St. 
Franklin 8711 
San Francisco, Calif. 
155 Montgomery St. 
Garfield 7890 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK: 100 E. 42nd St. 


CHICAGO: 111 W. Washington St. 
‘It's Better Packed in Tin’’ 


SAN FRANCISCO: 155 Montgomery St. 
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IMPRESSIVENESS : IS - VITAL 


IRST impression always will be a decisive factor in selling . . . a good 
impression influences and predisposes people in your favor... a bad 
impression builds up a barrier of resistance. 
Packages designed and moulded by Kurz-Kasch will go a long way to- 
ward creating a lasting favorable impression for you. The packages can 
be made in a variety of colors and distinctive designs. Trade marks may 
be reproduced in every detail. 
Kurz-Kasch moulded packages are not silent salesmen. If art has appeal 
and color is seductive, their salesmanship is eloquent and active. Our 
design department takes care of the aesthetic and practical elements of 
profitable packages. Call in our experts now. 


“We 
KURZ-~KASCH COMPANY 
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THE RIDDLE TO 
TOMORROW’S 
PRODUCTION 


HOW CAN 
SPENDING MONEY 
SAVE MONEY? 








OU’VE spent a lot of money on your pres- 

ent paper box making machinery. Before 

you scrap a single bit of equipment you want 

to know if you ought to doit. Does it pay to 

spend more money on your machinery? It 
certainly does. 


Machinery retained too long in operation is 
decrepit and obsolete. You’re paying for 
this machinery in spoilage, lost time, lost 
efficiency, high maintenance costs and low 
speed production. 


A change to International equipment im- 
mediately assures you of a sound investment. 
You’ve bought the most modern equipment. 
You’ve bought, for example, the International 
Triple Wheel Gluepot—an exclusive feature 
on these machines which prevents defective 
gluing. This device maintains an_ even, 
smooth flow of glue and prevents drops from 
adhering to the cartons. Thus you eliminate 
carton spoilage and interference with opera- 
tion due to two cartons sticking together. 


You’re not spending money when you buy the 
International Folder and Gluer—you’re in- 
vesting it in a dividend-paying machine. 








The International Paper B« 
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NLY the manufacturer, unaware of what 

obsolete machinery is costing him, will 
not replace his equipment. Obsolescence is 
costly, too costly, and if not conquered 
becomes a force which threatens complete 
disaster. 


You’re losing money if your plant is not 
equipped with International Machinery—for 
these machines do a more efficient job at 
savings to you. 


They’re saving money at the Michigan 
Carton Company. The illustration shows a 
battery of money-savers there. Each ma- 
chine multiplies their savings, which accounts 
for the many in operation. 


The International Model A with its patented 
Stacker and its exclusive Automatic Pressure 
Feed are only two reasons why the Inter- 
national is preferred in progressive plants. 
There are many other reasons but remember 
the important one—it gives you the most 
for your money. 





THE PRICE OF 
OBSOLESCENCE 
IS WORTH THE 
COST OF NEW 
EQUIPMENT 














Box Machine Company 
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INY bubbles rising from a tea-kettle—that was 
ali. It had been a common sight to generations 
of men. 


But the vision James Watt saw, in the tiny clouds 
of steam, the power which should re-make the 
world —he had the "'big idea.” 


Just so the business of this Company has been 
built around Ideas! Not simply making Paper but 
developing all its possibilities for the service of the 
people. On this service has been established the 
growth and continued success of ‘The World's 
Model Paper Mill."’ 


This service is more than a question of the right 
wrapping; it means full protection for all kinds of 
food products, under all conditions. Every mem- 
ber of this Company — from the president to the 
humblest in overalls, is on the alert to find better 
ways to fulfil present needs and anticipate the new. 


KVP Laboratory research experts are at your com- 
mand; if need arises for some special, exclusive 
type of protection, do not hesitate to call on us 
for advice and suggestion. 


KALAMAZOO 
VEGETABLE PARCHMENT CO. 
KALAMAZOO -- MICHIGAN 
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” ; “Enjoy the Jersey Difference,” we are told in the slogan which 
YP c ¢ Ik a 3 j n g is applied to products of The Jersey Cereal Company of Cereal, 
Pennsylvania. Further characterizing these, it is stated that 
“Jersey Cereals are different in their rich flavor, attractive ap- 
pearance and wholesome food value. They are tightly and care- 
’ fully wrapped to insure reaching you in the freshest, most appe- 
2 a m i i y tizing condition.’’ It is the latter sentence that whets the men- 
tal appetite of one who is seeking for knowledge of packaging 
methods; it is logical for him to ask, in present-day slang, ‘‘How 
do they (the cereals) get that way?” 
Something of a story by itself is the preparation of the five 
@) F C ¢ r A a &§ cereals which are made by The Jersey Company: Toasted Whole 
Wheat and Bran Flakes, Rice Flakes, Corn Flakes, Nu-Jems and 
Rolled Whole Wheat. Briefly considered for this article, the 
receiving and handling of the various grains, the sorting and 
cleaning, flaking and other processing through which the products 
must pass before they are ready for packaging, each of these steps 
is consummated with the same care and efficiency that are neces- 
sary to assure a finished product that meets high standards. But 
our main concern is with the operations from this point. The 
By D.E. A. Charlton company, obtaining and maintaining quality for its products 
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CARTONS ARE FORMED AND LINED ON THIS MACHINE 


appreciates that this same degree of quality must be 
evident to the consumer, and therefore the subsequent 
steps—those of packaging the products—have likewise 
received merited attention. 

Illustrated in color on the front cover of this issue are 
the five packages comprising the Jersey family. Of 
these, three are tight-wrapped, the containers consisting 
of plain board shells with waxed inner liners and 
wrapped over all with a sealed label. The other two 
are folded cartons with printing on the surfaces of each, 
and provided with waxed inner liners. In this type the 


top and bottom flaps of the printed car- 
ton are glued down, thus forming the 
seal for the package. In viewing all five 
packages it will beseen that the ‘‘familv”’ 
resemblance is carried out in each pack- 
age of the group in the blue circle which 
bears the word Jersey. The display 
faces of each package have been simpli- 
fied from those which were formerly 
used, and provide a poster effect so that 
legibility and unmistakable designation 
are quite apparent when the packages 
are shown on counter or shelf of retail 
stores. The side panels of each pack- 
age are utilized to carry brief descrip- 
tions of the other products of the com- 
pany. In its advertising the company 
shows reproductions of the packages on 
the poster boards that are used and also 
calls attention to them in the radio pro- 
grams which they sponsor. 

In all there are six complete unit 
lines of packaging equipment in the 
plant at Cereal. One of these is utilized 
for the tight-wrapped packages while 
three are employed in producing top 
and bottom sealed packages. The 
other two lines are used in preparing the 
small individual size package and car- 
tons used in sampling. 

The tight-wrap unit commences with the machine 
used to form the necessary blanks or shells that con- 
stitute the container for this type of package. These 
are blanked or cut out automatically from a roll of 
single manila newsboard at the rate of 150 per minute 
and are stacked on skids until they are fed to the maga- 
zine which supplies the automatic carton feeder. The 
latter forms a part of the combination flat carton 
feeder, bottom sealer and waxed inner liner which oper- 
ates at a speed of 60 pack- (Please turn to page 68) 
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The Packaging 


Characterized as ‘‘one of the most important con- 
tributions to the cause of merchandise distribution,’’ 
the first Packaging Conference, Clinic and Exposition 
held on May 19, 20 and 21, at the Hotel Pennsylvania, 
New York City, exceeded the expectations of those 
who sponsored the undertaking as well as those at- 
tending. It was believed that the program together 


Irwin D. Wolf 


Kaufmann Department Stores, Inc. 





W. J. Donald 


American Management Association 


Industry Finds Itself 


with the exhibits would call for a fair showing of in- 
terest, but it was quite evident, even on the opening 
day, that packaging in all of its ramifications is receiving 
more than a little share of recognition as a vital factor 
in present-day merchandising. Each session of the 
conference was exceptionally well attended, the discus- 
sions which followed the presentation of the several 





E. G. Hildner 


Robert Everett Associates 
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Alon Bement 
Art Center 


papers indicated a keen interest on the part of those par- 
ticipating and the calibre of the attendance was such as 
to prove that the selection of and the authorization for 
packages rest with executive heads of both large and 
small companies and in many industries. 

The conference was under the direction of Irwin D. 
Wolf, secretary of Kaufmann Department Stores, Inc., 


and vice-president in charge of the consumer marketing 
division of The American Management Association. To 
W. J. Donald, managing director of the association, is also 
due much of the credit for the success of the convention. 
At the opening session on Tuesday morning, with 
George D. Olds, general sales manager of the Hills 


L. B. Steele 
du Pont Cellophane Company 
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Edmond C. Preston 
Brown & Bailey Company 


Mary Brooks Picken 
Fabric and Fashion Counsellor 


Product Development Engineer 


Brothers Company presiding, C. B. Larrabee, associate 
editor of Printers’ Ink, presented a paper “‘Growth, and 
Significance of the Modern Package,’ in which he 
pointed out the importance of the package as a mer- 
chandising device. Mr. Larrabee outlined twelve out- 
standing advantages of selling by package and empha- 
sized the importance of package change and the need 
to utilize such in complimentary forms of advertising. 
Ben Nash, product development engineer and mer- 
chandising counsellor, spoke on the subject “‘Re-styling 
the Old Package.’’ To bring packages up to date the 
manufacturer should learn how the product is used, seek 
simplicity in design, carry only (Please turn to page 40) 


H. H. Jones 
Kalamazoo Vegetable Parchment Co. 





























Our Own Gift Assortment 


When we saw George M. Cohan’s “It Pays to Ad- 
vertise’’ some fifteen (or more) years ago, we wondered 
why the theme was not made use of by some manu- 
Now that it’s been screened, the idea sifted 
through to Colgate-Palmolive-Peet, according to 
“Rough Proofs’ in Advertising Age. ‘Thirteen 
Soap—Unlucky for Dirt’? was Cohan’s vehicle, and 
to the slogan was tied the tale—‘‘A dollar a cake, and 
worth it!” A.A. mentions that Paramount has been 
offered $250,000 for the trade mark, so maybe it is. 


facturer. 


What with blue coal (Jeddo-Highland) and lavender 
gasoline (Violet-Ray), even the bulk products are 
conscious of the burning question of Merchandising. 


When C. B. Larrabee told the Packaging Convention 
that the most famous package in history was the bale 
of rugs in which Cleopatra wrapped herself for de- 
livery to Caesar, he unintentionally stressed the con- 
tents—not the package. Now, a cellulose wrapper . . 


Our nomination for the most famous package in 
history is the wooden horse which was ‘‘sold’’ to Troy— 
at the cost of a kingdom. 


This magazine takes its own medicine. The recent 
edition of 9000 volumes of the PACKAGING CATALOG 
brought a response from about a thousand who thought 
it looked so attractive that they just had to compliment 


the publishers. It illustrates the point that useful 


Presto Cake Flour in New Dress 


In line with the current trend toward more attractive 
packaging, the Hecker H-O Company, Inc., Buffalo, 


Presto 


Cake Flour 











contents of a package acquire twice the appreciation 
if the container is carefully designed and executed. 


Some producer of jams is going to write to MODERN 
PACKAGING one of these days, to make use of and get 
information on this idea: Jams for picknicking or 
table use in transparent collapsible tubes. We offer 
the suggestion without reservation. 


And by the courtesy of Mr. Haenigsen and The New 














“My word! 


No cellophane?” 


We like the cartoon series depicting the slaughter of 
bugs via the spray gun and the can of insecticide. 
It’s too good a subject to be confided to theatre pro- 
grams. There ought to be a ‘Revival of the Flit- 
test’’ for use on inserts to be distributed with packaged 
Socony products. 


have radically changed the design of the package for its 
Presto Cake flour. Desiring to work out a design 
which would be more striking in its treatment than 
that with the somewhat stereotyped label, the com- 
pany has embodied in the new design, shown at the 
right of the accompanying reproduction, a decorative 
panel as a background for the product name in addition 
to an attractive illustration. The illustrative theme 
carries the suggestion of delicacy and daintiness with an 
element of surprise on the part of the colonial lady 
which is symbolic of the name ‘‘Presto,’’ while the at- 
tractive cake shows the appetizing, finished product. 

In addition to these changes, a new and more striking 
color scheme has been used. Instead of two panels in 
yellow and blue as shown in the old carton, the new 
package uses a more attractive shade of blue as the 
main color with the panel in a neutral beige. The 
illustration in touches of yellow and red brightens the 
effect of the package. 
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E. H. Rehnquist 


Packages Stimulate Playing Card Sales 


By Ann Di Pace 


The retail shops everywhere offer the most noticeable 
and conclusive evidence on the remarkable change in 
position now occupied by playing cards in the consumer 
buying field. But not here alone is this apparent. The 
gift and art shop, the private home, the public benefit 
function, the church card party, all contribute their bit. 
It is but a short time ago that the playing card was con- 
sidered simply as necessary equipment for the formation 
of a card game. When too soiled or bent to be used a 
new pack could be had at the corner drug or cigar store. 
More often than not Junior or his sister was dispatched 
with instructions to buy a fifteen-cent, twenty-five or 
thirty-five cent pack. Not so today. Popular con- 
sumer taste demands a colorful, attractive, unique play- 
ing card and what man or woman will trust a youngster 
to select a set that will please his taste? Though, at 
that, observation and experience forms the basis of an 
opinion that these same youngsters would do as well as 
their elders in the selection of a purchase. Cast your 
eyes in another direction on a rainy day and you will 
find your best, highly prized cards on which you spent 
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much time in selecting, aiding some one’s offspring wile 
away his enforced indoor hours. 

At the risk of offending those members of the male 
fraternity to whom this assertion of woman’s domi- 
nance in the field of beautiful things is not, well, strictly 
welcome, it is a true statement of facts, notwithstand- 
ing, that with the advent of women’s participation in 
card games of all kinds, the entertaining playing card 
took on importance. A change from the nondescript, 
drab—can we call them floral?—and checkerboard de- 
signed backs was desired. Artistic motifs, charming 
ladies, modernistic forms appeared, and the wild rush to 
keep up with the Joneses was on, though, not to digress 
too far from the truth, also an inherent desire for a play- 
ing card to satisfy their sense of things fitting. 

With this changing style trend in the design of play- 
ing cards appeared the first modern step in the packag- 
ing of this product and the inevitable change in its 
status. No longer was it confined to its solitary func- 
tion. The artistic merit and appeal to the eye opened 
up new sales outlets. In place of the thin, plain tuck-in 
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cartons, attractive paper-covered containers were used 
for packaging and, presto, they looked like something. 
Undoubtedly, their first appeal was a decidedly prac- 
tical one, directed toward the consumer's sense of 
economy and neatness, since the former cartons were 
impractical after a short time from a preservation 
angle. Gradually the desirability of creating a new 
function for playing cards made itself obvious. What 
with bridge parties being held every other day and, ac- 
cording to our cartoonists, daily, the problem of prizes 
that would range in variety became quite keen. And 
with cards so much in demand, what more natural than 
that they should be suitable as prizes? An extra pack 
or two was always welcome and needed. 

Cards packaged in sets of two, at this time, appeared 
on the counters of our large shops and immediately 
they were snatched up—and not alone for that neces- 
sary bridge prize. Their practicability for the inexpen- 
sive holiday gift was readily seen. Here was an entirely 
new and enlarged field for the distribution of this 
product—an outlet which brought in its wake greater 
demands upon the ingenuity and creativeness of the 
manufacturer. A taste for something better having 
been acquired on the part of consumers, also familiarity 
with something dainty and beautiful and the increasing 
demand for this type of bridge prize, created the neces- 
sary stimulus for better packaging of playing cards—a 
stimulus provoked by consumer demand. 

A few months ago, one of the largest and well-known 
department stores in New York City, featured for sev- 
eral days a large assortment of playing cards in single, 
double and triple-pack containers. Whole tables and 
counters in various parts of the store were devoted to 
their display. In every instance, prospective buyers 
lined these sections in double file. Not all tables, how- 
ever, contained as equally an attractive assortment and 
gradually, it was noticed, there was a general drifting 
away from those sections stocked with just ordinary 
cards that could be picked up in a dozen other shops, to 
those where the stock proclaimed individuality and 
smartness. 

Perhaps the recent contributions by package manu- 
facturers to the playing card industry has been the re- 
sult of this significant and critical attitude of consumers 





toward the numbers previously placed on the market. 
Not that these did not merit approval but taste in this 
product is daily becoming more exacting; the quest for 
packaged cards of superior workmanship more fever- 
ish. And manufacturers are responding in kind. Con- 
tainers of recent design, some of which are not yet on 
the market, display genuine thought and artistry, both 
in the shape of the container, choice of colors, decora- 
tive touches and paper coverings used. 

In the illustration accompanying this article are 
shown five packages of double-pack playing cards. All 
employ for the bases of the packages a gold paper cov- 
ering, product of Artcote Papers, Inc. For effective 
contrast with other colors, for daintiness, for that touch 
of exclusiveness so desired by manufacturers in the 
packaging of their products, a more successful selection 
in covering papers could not be made. 

The package in the center foreground has for a cover- 
ing for the top of the container a deep pink glazed 
paper—an excellent choice that carries association with 
the dainty head of the Colonial lady, framed in the 
gold medallion. The decorative motif of the playing 
card itself is an old-fashioned flower in a colonial vase. 
The package directly above, called American Beauty, 
has this flower as the main decorative motif against a 
background of two shades of blue and a panel of yellow, 
with the cards carrying a colorful garden scene. The 
two packages at the left fall into the sophisticated class. 
Black and gold and white and gold are the color 
schemes with costumed stage figures as the design for 
the cards. Still another interpretation of what will ap- 
peal to the fastidious tastes of consumers is the package 
at the right, whose decorative motif on both container 
and cards follows the lines of decorative period designs. 

From the foregoing descriptions it is evident that 
manufacturers are giving considerable thought to the 
designs of their playing card packages and their use 
against different backgrounds. Here are three types, 
each appropriate for three different settings—the 
Colonial or Early American home, the modern and the 
various European periods. With the more or less gen- 
eral understanding of proper home-furnishings, these 
playing card packages furnish a sound basis for sales 
appeal. 





AN EXQUISITE SETTING FOR A DELICIOUS FOOD. A CANDY BOX OF PHENOL RESINOID, MOULDED BY STANDARD 
TANK & SEAT CO., CAMDEN, N. J., ITS UTILITY FOR A_NUMBER OF USES, ASIDE FROM ITS BEAUTY, WILL DELIGHT 
THE HEARTS OF ALL WHO RECEIVE ONE. AVAILABLE IN OTHER COLORS. 
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Convention In interest displayed, the Packaging 
Aftermath Conference, Clinic and Exposition left 

little to be desired. From our point of 
view and that expressed by many with whom we had 
the opportunity of talking, several impressions of dis- 
tinctly favorable character are retained, and there seems 
to be little doubt but that further gatherings of this sort 
will be looked forward to with even greater interest and 
enthusiasm. 

In attainment, the convention definitely accom- 
plished several purposes, among which may be con- 
sidered the following: it emphasized the importance to 
manufacturers of the package in the distribution of 
merchandise; it afforded an opportunity to suppliers of 
packaging service, materials and equipment to learn 
more of the requirements which will be expected of 
them in the future; it obtained increased recognition 
for those who are devoting their efforts to packaging 
work and, inversely, placed a greater responsibility on 
such individuals and companies; it opened up new 
avenues for research and development work in mate- 
rials, construction and design as applied to packages, and 
assisted in formulating standards or principles of prac- 
tice in package design and decoration. All of these 
have served to establish, more firmly than ever, the 
packaging industry as a separate entity rather than a 
part of various industries. 

The accumulated effect of the three days’ sessions 
represents a two-fold challenge. On the one hand is 
the consumers’ insistence for better—more convenient 
and more attractive—packages; on the other, the de- 
mand by the package merchandiser for improved 
methods of packaging and suitable package materials 
and designs. And therein lies an outstanding oppor- 
tunity for service by those who are part and parcel of 
the packaging industry. 

We venture to suggest that one of the questions up- 
permost in the minds of many, and one which received 
little if any consideration—at least in the open meet- 
ings—was that of packaging costs. Perhaps we can 
consider this as a particularly healthy sign, in view of 
the present economic state of things. It indicates a 
willingness to accept the fact that packaging is a means 
to an end——sales; and therefore can be considered as an 
orderly and successful procedure in which the question 
of cost is made secondary to actual accomplishment. 
The implication is that a package will do a job—and 
if a better package will do a better job, the additional 
expense is justified. There was, however, in the several 
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Editorially Speaking 





discussions, a note of caution which pointed out the 
folly of ‘‘over-dressing,’’ of making the package too 
ornate, which of itself implies unnecessary waste. 

We do not view this omission in a very serious light, 
however, for it will unquestionably find its place in any 
further programs. As pointed out by several speakers, 
package creation and production must be considered in 
very much the same way as other problems which the 
manufacturer has to solve. A definite plan, which in- 
cludes research in materials and markets and a careful 
analysis of costs relating thereto, must form the ground 
work else the results will prove as uneffective as those 
of other endeavors which lack a substantial beginning. 
Competition today between packages is, if anything, 
keener than that which exists between the merchandise 
they contain, so that the importance of sound and 
economic planning in this direction cannot be over- 
looked. 

There is also a place on future programs for the dis- 
cussion of packaging methods, a subject that received 
but negligible attention. The public, of course, sees 
but the assembled package; it is the visible effect— 
appearance and convenience—that sells the package to 
the consumer. But what goes on “‘behind the scenes’”’ 
is of equal importance to the manufacturer who must 
produce his package at a price that permits a fair mar- 
gin of profit. So that the various operations—from the 
filling of the product into its container until the final 
packing of the assembled package in the shipping 
case—whether the work be done manually or auto- 
matically—require the same considerations of space 
and cost as those entailed in the production of the pack- 
age contents. 

The packages studied and judged during the several 
sessions of the clinic were considered mainly in the light 
of their consumer appeal, and this treatment formed 
one of the most interesting chapters of the entire con- 
vention. It is true, however—and we base this state- 
ment on the fact that our research department records 
show an overwhelming proportion of inquiries on meth- 
ods, materials and equipment—that design and ap- 
pearance form but a part of the science of package pro- 
duction. This omission, of course, was partly com- 
pensated by the exhibits, many of which provided ex- 
amples that afforded an opportunity for the study of 
production methods. 

In assuming the role of self-appointed critic, we do 
so not in the spirit of fault-finding but because of a firm 
belief that the convention has proved to be a construc- 
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tive success—so much so that it merits continued sup- 
port and encouragement—and can be extended to fulfil 
requirements of the industry in the exchange of ideas 
and information relating to every branch of packaging. 
Certainly the undertaking has been launched under 
most favorable circumstances—those which predict a 
continued and helpful existence. Therefore we believe 
that suggestions for the improvement and enlargement 
of the scope of activities to be attempted by future 
gatherings of this sort are quite in order and, unoiiicially 
and without presumption, of course, we invite discussion 
and further recommendations from our readers. 
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In the Looking It is seldom that an opportunity 
Glass is offered to ‘‘see ourselves as 
others see us.” But such was the 
case when representatives of several manufacturing 
companies were permitted to display their packages for 
analysis before the clinic held in conjunction with the 
packaging convention. There was an interesting va- 
riety of packages shown, and the opinions expressed by 
those who sat in judgment, as well as by the audience, 
were sufficiently frank to be of constructive help. Had 
it not been for the fact that the time for the analysis of 
each package was definitely limited, other considera- 
tions which have their place in the determination of 
what and what does not constitute the successful pack- 
age would have been brought out. The effect of size, 
shape, color, trade mark, typography and other char- 
acteristics of the container and its assembled adjuncts, 
in relation to the sales ability of the package, were given 
preference. But these analyses, whether critical or 
commendatory, served to emphasize, in no uncertain 
way, the need for the manufacturer to apply funda- 
mental principles to his package design if he hopes to 
interest or intrigue the buying public with his product. 
It is difficult to properly place the blame for inade- 
quate packages. Sometimes this lies with the manu- 
facturer who accepts his own ideas or those of his asso- 
ciates in order to express a cherished ego; perhaps the 
fatal design is the result of high pressure selling on the 
part of the supplier, or due to the bad judgment of a 
subordinate saddled with the responsibility of “getting 
out a package.” Excellent medicine it would be for 
manufacturers if packages, in general, could undergo 
some sort of criticism, such as expressed at the clinic, 
before they are thrust on the public. Not an unsus- 
pecting public, however, for buyers of package goods 
are definitely conscious of their likes and dislikes in 
package presentations—and are daily becoming more 
so. 
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Sharpening the Sinews 
of Packaging 


From time to time, as 
we have visited various 
plants where packag- 
ing operations are being conducted, we have noted the 
“tools” of the industry. Naturally enough, we have 
made it a point to learn the source of the materials and 





equipment, to familiarize ourselves with the names of 
those companies who furnish the machinery and sup- 
plies that are needed for package production. This is 
an interesting study for one is continually confronted 
with variations in practice that call for the use of 
special rather than standard equipment. Occasionally 
we find instances of required equipment which has been 
designed and built by the individual plant rather than 
by a recognized manufacturer although, be it said, such 
cases are decreasing. Then, too, there is frequently the 
element of surprise, for too often we take it for granted 
that, let us say, liquid filling is liquid filling, top sealing 
is top sealing, and so on, only to find that a variation in 
the method used has brought about a different set-up in 
equipment. True, we find examples of duplication— 
equipment that is used in packaging operations as ap- 
plied to one product that are identical with those for an 
entirely different product. And numberless instances 
where adaptations of this machine or that are evident 
throughout several industries or in the packaging of 
different products. All of which is to be expected be- 
cause of the fact that several types of containers are in 
common use by many industries. 

The ingeniousness of present-day packaging machin- 
ery can well be compared to that of the modern printing 
press or other type of automatic equipment that dis- 
places almost every form of human labor. One has but 
to watch the operation of a carton forming, filling and 
sealing machine or the intricate and exact movements of 
various combination packaging units to appreciate the 
progress that has been made in recent years in the de- 
velopment of equipment that makes the production of 
packages possible at economic costs. Where hand pro- 
duction and its consequent heavy labor cost was capable 
of, say, twenty packages a minute, modern equipment 
more than triples the output at substantially lower ex- 
pense today. 

Not every type of product, however, is susceptible to 
automatic packaging. Oftentimes the material, of it- 
self or in the quantity produced, can be more efficiently 
handled by manual labor or semi-automatic means, and 
it is in the direction of such instances as these that 
manufacturers are bending their efforts to provide 
means for cutting production costs. 

The rapid growth in the acceptance of the package 
has called for outstanding genius and inventiveness on 
the part of those who would supply the industry with 
the tools to do its work. And this demand will be in- 
creasing as long as packages hold their place as distribu- 
ters and sellers of merchandise. The package machin- 
ery manufacturer’s job lies not alone in keeping pace 
with, or just ahead of these requirements—providing 
the needs for oncoming package production—but in 
rehabilitating older and obsolete methods as well. 
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Clinton F. Wilding 
Stanley E. Gunnison, Inc. 


essential facts on the container, use color properly and 
as a means of identification and select a name for the 
product that is in keeping with the times, said Mr. Nash. 

The Tuesday afternoon included the 
presentation of three papers. Auguste Richard, presi- 
dent of the Spool Cotton Company, introduced the 
speakers and acted as chairman of the meeting. A 
paper by Arthur S. Ogle, assistant marketing director 
of Bauer & Black Division of The Kendall Company, 
“The Family of Packages,”’ indicated that the ‘‘family”’ 
package in many cases helps to gain recognition for slow 
sellers. ‘‘Ability of the consumer to recognize a product 
which has been used before is important and is definitely 


session on 


a part of the 
attractiveness 
of the package 
to the con- 
sumer.’ 
Johnson 


Rogers, _vice- 
president of 
Topics Pub- 
lishing Com- 


pany, speaking 
on the subject, 
“The Open 
Display 
Method of Re- 


tailing Goods 
and Its Effect 
upon Packag- 
ing,’ outlined 
the develop- 
ment of this 





trend and ana- 
lyzed the sev- 
elements 


Ernst B. Filsinger 
Ernst B. Filsinger & Company 


eral 
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Abbott Kimball 
Lyddon, Harford & Kimball, Inc. 











Allan Brown 
Bakelite Corporation 


which a package should contain in order to be most effec- 
tive while on open display. ‘“‘Container Hazards in 
Transportation” as presented by Edward Dahill, chief 
engineer of the Freight Container Bureau, American 
Railway Association, outlined the factors to be kept 
in mind when shipping containers are designed so that 
damage losses may be eliminated or reduced. 

The package clinic which commenced with a session on 
Wednesday morning and was continued on Thursday 
morning and during part of the afternoon proved to be 
among the most interesting of any of the sessions. Mr. 
Wolf made an excellent chairman at these meetings and 
handled the discussions with dispatch so that it was 
possible to in- 
clude a_ wide 
group of pack- 
ages among 
those which 
were analyzed. 
Following the 
presenta- 
tion of each 
package by the 
manufac- 
turers’ _repre- 
sentative, opin- 
ions were called 
for from the 
audience as 
well as from 
those who 
acted in a 
consulting ca- 
pacity, and a 
summation 
of opinion on 
(See page 43) 





Howard Otten 
R. H. Macy & Co., Inc. 
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A New Wrapper Builds 
Sales for Soap 


By Maynard M. Boyce 


The Los An- 
geles Soap 
Company first 
purchased car 
card advertising 
in March, 1929, 
to feature their 
Mission Bell 
Toilet Soap. 
Shortly after 
this campaign 
had commenced, they decided that a new and more 
attractive wrapper was needed for their product, in 
order to further stimulate sales. 

So with the cooperation of the local card card adver- 
tising organization, a new wrapper of a pastel yellow 
shade was designed—‘‘as dainty as the soap itself.’”’ It 
was announced and presented to the public through the 
medium of car cards, which bore the entire brunt of 
the introductory campaign. No other advertising 
whatsoever was used at that time, nor have any addi- 
tional media since been employed. 

Although now featured exclusively in the street cars, 
Mission Bell Soap was formerly advertised in various 
other ways during the preceding eight years. The very 
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THE DARK WRAPPER AT LEFT WAS REPLACED BY THE MORE DELI- 

CATE, PASTEL-SHADED ONE ON THE RIGHT. THIS CHANGE 

WAS ANNOUNCED TO THE PUBLIC BY THE CAR CARD REPRO- 
DUCED BELOW 


fact that their 
efforts are now 
confined to one 
medium is 
ample evidence 
of the effective- 
ness of this form 
of advertising. 

The new 
wrapper, attrac- 
tively presented 
and aggressively advertised, was an immediate success. 
It met with a warm reception in all quarters. An 
analysis of the first six months’ sales after the re- 
designing of the package showed a seventy-nine per 
cent increase in consumer volume. Sales for the first 
twelve months jumped to 107 per cent. At present, 
after twenty months of car card advertising, the sales 
of Mission Bell Toilet Soap have increased nearly 200 
per cent. 

The Los Angeles Soap Company is further cashing in 
on their investment in car cards and the new wrapper 
by using them as the basis of all their supplementary 
dealer helps and consumer display advertising. Shown 
in an accompanying illustration is a very handsome 
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THE NEW WRAPPER WAS INTRODUCED TO THE PUBLIC BY 

MEANS OF THIS STRIKING CAR CARD, AND THE CHANGE 

WAS ANNOUNCED TO THE DEALERS BY THE BROADSIDE 

AT LEFT. THE SAME PLATES WERE UTILIZED IN PRINTING 
BOTH PIECES 
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ALL MISSION BELL CAR CARDS ARE CHARACTERIZED BY THE FINEST PHOTOGRAPHY, ART WORK, ENGRAVING, 
AND COLOR PRINTING OBTAINABLE 


window display piece which was lithographed in nine 
colors. It is an exact duplicate of the design on one of 
the Mission Bell car cards. 

At the time the new wrapper was first announced, the 
plates which were used for the introductory car card 
were also utilized for the printing of several thousand 
direct mail broadsides, which were sent to Mission Bell 
dealers simultaneously with the appearance of the ads 
in the street cars. In this way, their enthusiasm was 
aroused and their cooperation assured. 

Less than two months ago, 1500 extra car cards were 
ordered for window display purposes. Less than three 
weeks after these cards had been printed, the entire sup- 
ply was exhausted, and dozens of requests for extra 
copies were still coming in from enthusiastic dealers. 

It is significant to note that for their next card, the 
Los Angeles Soap Company has ordered an additional 
1000 copies, bringing the extra supply used for display 
purposes up to 2500. 

When the sales executives of the Los Angeles Soap 
Company recently renewed their advertising contract, 
they expressed their extreme pleasure at the healthy 
strides made by Mission Bell Soap since it has been fea- 
tured in the street cars. They further stated that they 
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TWENTY-EIGHT-INCH WINDOW _ DISPLAY 
PIECE FEATURED BY DEALERS SIMULTANE- 
OUSLY WITH THE APPEARANCE OF THE 
ABOVE CARD IN THE STREET CARS. AT 
RIGHT, A TYPICAL WINDOW DISPLAY BUILT 
AROUND THIS COLORFUL CAR CARD TIE-UP 
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considered the continued use of this medium as an in- 
tegral part of their merchandising plans and regarded 
this ‘‘vital sales weapon”’ as one of the best investments 
the Company had ever made. 

The experience of the Los Angeles Soap Company has 
conclusively proved once again that the use of car cards 
alone, when properly merchandised and coordinated 
with a well-rounded system of dealer contacts, can cre- 
ate consumer acceptance and demand for an attractively 
packaged, quality product. 

Unlike many other package and wrapped designs 
which have been discarded in favor of more modern 
ones, the former design was, in itself, highly artistic. 
The present wrapper, however, has greater display 
value because of its simplicity and its contrasting, yet 
harmonious treatment. The Mission Bell labels were 
lithographed by the Western Lithograph Company 
of Los Angeles, special inks impervious to sunlight 
being used. The bars of soap are automatically 
wrapped by machines manufactured by the Package 
Machinery Company. 


This article is furnished through the courtesy of Barron G. Collier, 
Inc. Itappeared in the April, 1931, issue of The Car Card.—EDITOR. 
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Topics Publishing Company 





each package 
was made by 
the latter. 
Amon g 
these were the 
following: 
Arthur S. AIl- 


len, Lucien 
Bernhard, 
Ben Nash, 


Mary Brooks 
Picken, Alon 
Beme nt, 
Daniel B. 
Hassinger, 
Abbott Kim- 
ball and 
Henry  Drey- 
fus. 

The _ pack- 
ages analyzed 
included _prod- 
ucts from the 
following com- 


panies: Johnson }& Johnson Company, Loose Wiles 
Biscuit Company, Spool Cotton Company, Texas Oil 
Company, Lewis Manufacturing Company, Emil A. 
Schaedler (designer), Merck & Company, Western Clock 


Company, Suchard Choco- 
late Company, New Eng- 
land Confectionery, Jewel 
Tea Company, Tennessee 
Copper Corporation, Hole- 
proof Hosiery Company, 
Joseph Dixon Crucible 
Company, Colgate - Palm- 
olive - Peet Company, 
American Chicle Company, 
P. Duff & Sons, Inc., U. S. 
Rubber Company, Annette 
Perfect Cleanser Company 
and Studerberg, Kurtle 
Comparty. 

T. H. Young of the 
United States Rubber 
Company presided over the 
afternoon session. Arthur 
S. Allen, color engineer, ex- 
plained in detail and illus- 
trated the Munsell system 
of measuring and desig- 
nating color as well as the 
application of color to pack- 


outlined the 
various mate- 
rials available. 

The _ princi- 
pal speaker at 
the conven- 
tion dinner on 
Wednesday 
evening was 
Allan Brown, 
advertising 
manager of the 
Bakelite Cor- 
poration. Mr. 
Brown told of 
the experience 
of his company 
in entering the 
packaging field 
as a distribu- 
tive outlet for 
their products, 
stating that in 
determining 























C. B. Larrabee 
Printers’ Ink 


the size of the market they found that out of a list of 
50,000 concerns using packages, less than 10,000 bought 
the greater part of the packaging material sold. Other 
speakers included Major Irwin, director of the Interna- 





Henry Dreyfus 
Industrial Designer 


aging work. Mr. Allen pointed out the importance to 
the manufacturer of having his packages in good taste 
and making use of proper and well-balanced color com- 


binations. D. E. A. Charlton, 


editor of MopERN 


PACKAGING, in his paper ‘“The Materials of Packaging,”’ 
urged the use of research analysis in order to arrive at 
a selection of desirable and effective materials and also 


tional Management Insti- 
tute at Geneva, Switzer- 
land; W. T. Davy of the 
New Jersey Zinc Company 
and W. J. Johnson of 
Dennison Manufacturing 
Company. 

During the convention 
luncheon on Thursday sev- 
eral addresses were made by 
representatives of package 
manufacturers on the topic 
“How the Package Manu- 
facturer Can Serve the 
Marketer of Consumer 
Goods.” J. D. Malcolm- 
son of the Robert Gair 
Company stressed the im- 
portance of design in corru- 
gated and fibre cases as 
shipping containers for 
packages. H. H. Jones 
of the Kalamazoo Vege- 
table Parchment Company 
pointed out the difference 


between parchment and waxed papers, stating that 
a further knowledge of the uses of both, as well as of 
other papers used in the packaging industry, was de- 
sirable. Clinton F. Wilding, vice-president of Stanley 
E. Gunnison, Inc., and former advertising manager of 
Union Bag and Paper Corporation, stated that salesmen 
of packaging materials must (Please turn to page 46) 
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Packages in Keeping with } 





Making their way gradually but t 
steadily on to the display counters of f 
five- and ten-cent stores, we find an * 
increasing number of really excep- : P 
tional packages for commodities in h 
this price range. A recent number is 





the bottle of Narcisse toilet water, a oO 
product of Vanly, New York, as b 
shown in the accompanying illustra- t 
tion. The bottle, itself, aside from a 
the other outstanding features, is a Cc 
little gem of design execution. The la 
unique top is made of yellow Aldur 4 81 
which successfully hides the cork ‘ as 
stopper cemented in a recess on the li 
inside. A yellow silk tassel completes on 
the closure ensemble. Perfect color sa 
harmonization has been obtained in si 
that the product is the same shade and 
the label, which in size and shape has 
been carried out so as not to mar the 4 me 
beauty of the bottle, is gold with ; pl 
black embossed lettering. q In 
th 
co 


Intriguing and employing sound : 
packaging policies, the Tell-Your- j in 


Fortune Tea Book package, shown at ; co. 

the left combines an appeal for the em 

practical as well as that which is sh 

entertaining. In book form, covered ‘ eIr 

with blue and white paper whose : gin 

design is modern, at the same time pe 

possessing an oriental tone, this pack- : Wi 

age contains four sample metal con- « 

tainers of Ming tea and a black velour tri: 

paper covered booklet, giving defini- suf 

tions of all symbols for a guide in read- : arn 

ing tea cup fortunes. A silk thread 4 the 

fastener holds the book firmly in = 

place and permits its removal when — 

in use. cli 

The present craze for fortune telling d & 

KREEMOET will make this package appeal to aga 
—— many for personal and entertainment : = 
? . 

purposes. The tea is a product of : ie 


Ming, Inc., New York. 





The Veldown Company, Inc., New 
York, in introducing its new product, 
Kreemoff facial tissues, are adopting 


for 
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two methods of packaging. The 
roller, as shown in the illustration, 
makes use of the increasingly popular 
printed transparent cellulose. The 
horizontal lines and the style of 
lettering, however, are the only parts 
of the design motif proper which has 
been incorporated. Because of this 
type of packaging the swan and sal- 
mon color border employed on the 
carton has been eliminated. The 
latter is extremely effective with the 
graduated horizontal lines in white 
against a sand background. These 
lines for more contrast are carried 
out in the sand color against the 
salmon color border at the top and 
sides of the carton. 


Formula L-F, with its intriguing 
name, is the new antiseptic recently 
placed on the market by Lehn & Fink, 
Inc., New York. And to carry out 
the dignity and reliability its name 
connotes, excellent judgment was used 
in the packaging of this product. A 
conservative, cylindrical bottle of 
emerald-green glass with square 
shoulders, topped by an attractive 
emerald-green phenol resinoid closure, 
gives just the correct touch of de- 
pendability its name wishes to convey. 
Without the colorful label with its top 
and bottom bands of lavender and red- 
triangle motif, the bottle carries 
sufficient eye appeal to attract the 
army of prospective users. And 
though these features are sufficient to 
create a lasting impression in the 
minds of initial purchasers, one other 
clinching point is the use of the Lehn 
& Fink trade mark “L-F’ in white 
against the red. The bottle is 
wrapped in transparent cellulose and 
the entire assembly is one of pleasing 
and harmonious coordination. 


The use of gold and silver papers 
for coverings for boxes is rapidly 
increasing in (Please turn to page 80) 
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(Continued from page 43) be versed in the needs of 
the package and possess a full knowledge of the use 
which is to be made of the product in order to success- 
fully serve his customer. This same thought—that 
salesmen today are finding out more about their cus- 
tomers’ business—was also expressed by Edmond C. 
Preston of the Brown & Bailey Company. Mr. Preston 
characterized the package as “‘the expression of a manu- 
facturer’s merchandise.’ L. B. Steele of du Pont 
Cellophane Company called attention to the need for 
research work in connection with the various materials 
used in packaging. The material manufacturer, he 
said, should consider it his obligation to the purchaser 
that the package fulfil the purpose intended. 

During the lunch it was announced that a silver cup, 
to be known as the Irwin D. Wolf trophy, will be awarded 
by the American Management Association for the best 
package developed and placed on the market during 1951. 





Rules governing the selection of packages, judges, and 
those eligible to receive the award will be announced later. 

The last session, held on Thursday afternoon, was 
presided over by F. S. Blanchard of Pacific Mills. 
Howard Otten, merchandise counsellor for R. H. Macy & 
Company, Inc., spoke on ‘‘What the Retailer Wants of 
the Manufacturer’s Package,’’ detailing the experience 
of his own company in their packaging work. Too little 
thought is given to the selling job that a container can 
do, said Mr. Otten, in pointing out the advantage of 
certain types of packages. The successful marketing of 
many products in overseas trade frequently hinges on 
proper packaging, stated Ernst B. Filsinger of Ernst B. 
Filsinger Company. A precaution which was strongly 
urged by Mr. Filsinger is the imperative need for early 
registration of trade marks and labels in countries where 
business is to be done, and where infringements as well 
as encroachments are to be prevented. 


The First Packaging Exposition 


Those in charge of the first Packaging Exposition 
held in the Roof Garden of the Hotel Pennsylvania, 
New York City, on May 19, 20 and 21, in conjunction 
with the Packaging Conference and Clinic, planned 
an exposition that would “reflect current accomplish- 
ment with respect to package materials, packaging 
methods, packages, outer packaging, etc.; show not 
only to buyers and. users of packages, but to each 
section of the packaging field, the scope and significance 
of current packaging endeavor, and help every type of 
buyer and user of packages to solve his own packaging 
problems.” 

It can be said without fear of contradiction that these 
purposes were accomplished, for from all sides have 
come expressions of high approval, and in many 
instances those attending voiced the opinion that the 
interest shown in the conference and exposition was 
beyond any anticipated expectation. Although the 
exhibits were small in number, the entire space in the 
Roof Garden was occupied and every booth claimed 
a share of attention. During all three days, even 
while the conference meetings were in session, as well 
as in the evenings, the exhibits were viewed by in- 
terested visitors, anxious to learn of the recent develop- 
ments in packages and packaging. If any comment 
critical of the exposition is to be made it is that the 
exhibits did not as a whole round out the entire pack- 
aging field, for there were certain groups—such as the 
glass and tin container groups, label manufacturers, 
packaging equipment manufacturers, etc.—who were 
represented slightly, if at all. However, it must be 
remembered that but little time elapsed between the 
first announcement and the actual dates of the exhibit; 
that and a certain hesitancy on the part of possible 
exhibitors—due to the fact that the first attempt at 
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something new is always viewed with doubt—and the 
fact that other prospects had already made arrange- 
ments for exhibitions sponsored by other groups of 
industry. In the face of these handicaps, the showing 
made was an excellent one, and it can be promised that 
subsequent packaging expositions will be bigger and 
better, both from the number of those exhibiting and 
from the point of attendance. 

The Roof Garden with its colorful decorations pro- 
vided an ideal setting for the several exhibits. An 
added advantage, both to exhibitors and visitors, was 
the fact that the conference sessions were held in the 
Salle Moderne which directly adjoined the exhibits, 
thereby adding to the convenience of those attending. 
The displays were open from 10 a.m. to 10 P.M. and 
the registration totaled over two thousand. It was 
particularly noticeable that there was an absence of 
the curiosity seeker; all of those who came were 
directly interested in one or more phases of packages 
or packaging work. E. G. Hildner of The Robert 
Everett Associates was in charge of the exhibits. 

The accompanying pages show most of the exhibits— 
there were thirty-three in all. The following brief 
descriptions outline the products displayed as listed 
in order, the numbers referring directly to the illustra- 
tions shown. 


1. Hy-Sil Manufacturing Company, Revere, Mass., 
showed an interesting line of tying materials: ribbons 
of tinsel, rayon, silk and gauze; tinsel and silk cords, 
and tassel cords. Several sample boxes (confectionery) 
were shown with the tying materials applied. 


folding boxes, display cartons, container novelties, set- 


2. Hess & Densen, Ridgefield Park, N. J., exhibited 
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up boxes and corrugated shipping containers. These 
represent the combined products of the above com- 
pany, The Densen Carton Company, Inc., and the 
Densen Corrugated Paper Company, Inc. 


3. Sealright Company, Inc., Fulton, N. Y., displayed 
leak-proof containers, with patented double bottom 
and crimp, for liquid, semi-liquid and dry products; 
measure containers in various sizes for food products, 
as well as containers from one-half pint to gallon sizes 
in several types of board, regular manila and special 
bleached board, and paper bottles, one-half pint to 
quart sizes. 


4. New Jersey Machine Corporation, Hoboken, 
N. J., had in operation a Labelrite (Model 86) machine, 
capable of diversified labeling operations and also 
producing sealed packages. Shown also was a round 
can labeler and a table gummer, together with an 
exhibit of containers made, labeled and sealed on the 
afore-mentioned machine. 

5. International Printing Ink Corporation, New 
York City, showed an interesting exhibit of raw and 
finished materials used in ink manufacture, together 
with test charts and other illustrated information rela- 
tive to the production of the company’s products. 


6. Du Pont Cellophane Company, New York City, 
showed a multitude of products packaged in Cello- 
phane, including in its exhibit several examples re- 
presenting the packages before and after the Cello- 
phane wrappings had been applied. Various methods 
of developing suitable Cellophane packages for various 
kinds of products were demonstrated. 


7. Trenton Folding Box Company, Trenton, N. J., 
showed various types of folding boxes and displays as 
used in different industries. 


8. Benjamin C. Betner Company, Devon, Pa., 
exhibited illustrations of the new Benco packing 
machine, together with samples of E-Z-C bags made 
from vegetable parchment, glassine, bond, kraft and 
other specialty papers as well as bags in single and 
duplex form with inner lining of glassine and other 
grease-proof papers. 


9. Interstate Folding Box Company, Middletown, 
Ohio, displayed samples of Foldomatic boxes which are 
formed by pushing two walls erect, the box being re- 
inforced at four corners; two-piece telescope boxes and 
cover-attached counter display cartons; examples of 
moisture-proof transparent cellulose window cartons 
and combination bags. 


10. Package Design Corporation, New York City, 
presented its display with a modernistic setting showing 
old and redesigned packages; groups showing family 
resemblance or how a line may be styled so that each 
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package, while an individual unit of its own, is also 
recognizable as part of a general line and so encourage 
group purchases; designs in the new packaging mate- 
rials; drawings and sketches showing design and re- 
design of packages. 


11. Union Bag & Paper Corporation, New York 
City, featured a wide variety of special, made-to-order 
paper bags, also showing a number of “before and 
after’’ examples which included the packing method 
that was replaced by a special paper bag with conse- 
quent improvement in appearance and efficiency and 
reduction of costs. 


12. Brown & Bailey Company, Philadelphia, Pa., 
featured display containers, packages and individual 
cartons, boxes for department stores and mail order 
houses—both for store and parcel post delivery, auto- 
matic and lock corner suit and dress boxes, duplex 
type design in millinery boxes and stringless one-piece 
form boxes. 


13. National Folding Box Company, New Haven, 
Conn., showed machine set-up boxes; collapsible paper 
ice cream cans; new paper cigarette boxes; the new 
Wunderwrap box, originating in Australia; new types 
of cigar packs and a line of Obaco machine set-up boxes. 


14. Package Machinery Company, Springfield, 
Mass., exhibited one of the machines for wrapping 
Camel cigarettes in moistureproof Cellophane in 
operation, besides numerous other packages of products 
now being wrapped in the company’s machines. 


15. Sterling Engraving Company, New York City, 
showed an exhibit of boxes and packages bearing 
Sterling plates and a display showing the development 
in making photo-engravings for boxes, cartons, con- 
tainers and labels from the sketch to the completed 
product. 


16. Robert Gair Company, New York City, in its 
display of products showed actual problems which 
have been solved by the research and production de- 
partments of the company in carton and shipping con- 
tainer packaging, and the various steps relating thereto. 


17. Stokes & Smith Company, Philadelphia, Pa., 
showed packages, containers, cartons, boxes, cans, 
bottles and envelopes filled and wrapped on machines 
manufactured by the company, together with descrip- 
tions of tight-wrapping machines and other equipment. 


18. Sylvania Industrial Corporation, New York City, 
displayed Sylphrap transparent cellulose, in plain white 
and ten standard colors, in full sheets, cut sheets and 
rolls of various widths and diameters; transparent 
cellulose as produced and sold to consumer, printer and 
converter; Nymphrap, moisture-proof transparent 
cellulose, and shredded Sylphrap shavings in many 
colors for decorative packing. 
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19. Better Packages, Inc., Shelton, Conn., showed 
a new tape sealer which calculates the proper length 
of gummed tape strip for sealing boxes, another device 
for visually measuring the strip fed by the machine 
and a new type of high speed moistening device with 
an automatic control arrangement. 


The Gerrard Company, Inc., Chicago, IIl., 
wiring 


20. 
showed wire tying machines in operation, 
various types of boxes and packages. 


21. Ejinson-Freeman Company, Inc., Long Island 
City, N. Y., specializing in window and counter display 
advertising, included a showing of several different 
types of counter display containers, together with an 
analysis of each. The latter indicated how the size 
and form of the packaged unit govern the type of 
container, how the containers meet different store and 
counter conditions and how they fold for shipment. 


22. Lowe Paper Company, Ridgefield, N. J., in its 
exhibit demonstrated the possibilities of the use of 
Ridgelo clay coated folding boxboard as a raw material 
for the manufacture of individual cartons and display 
containers, with the attendant brilliancy of inks when 
printed on its surface. 


23. Kalamazoo Vegetable Parchment Company, 
Kalamazoo, Mich., presented a wide selection of pack- 
aged food products protected by KVP papers tested 
under the extremes of temperature and humidity. 


24. Shoup-Owens, Inc., Hoboken, N. J., exhibited 
a general line of folded and set-up paper boxes and 
tubes for the display and packaging of various products, 
also an exhibit of the Everlokt mailing box. 


25. National Metal Edge Box Company, Phila- 
delphia, Pa., used motion pictures to show the details 
of manufacturing metal edge boxes, besides exhibiting 
numerous specimens of this type of box for nationally 
known companies. 


26. Modern Packaging display consisted of an 
exhibit of examples of various packages including all 
types of packaging materials. Copies of MODERN 
PACKAGING, the PACKAGING CATALOG and promotional 
booklets were distributed. 


27. Thomas M. Royal & Company, Philadelphia, 
Pa., showed an attractive panel display of specialty, 
multi-colored oil- and grease-proof duplex and triplex 
bags, as well as printed bags made of glassine, waxed, 
parchment and fancy papers. Sell-O-Face, Clearview 
and Display-O bags, made of various types of papers 
in combination with transparent cellulose were also 
shown. 


28. Container Machinery Corporation, Newark, 
N. J., had in operation two models of the new fully 
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automatic tape sealing machines for shipping con- 
tainers. This equipment was described in the May 
issue of MODERN PACKAGING. 


29. The Container Company, Van Wert, Ohio, 
showed a group of processed moisture-proof bulk 
shipping drums, and Fibrepak heavy duty shipping 
drums. 


30. Container Corporation of America, Philadelphia, 
Pa., showed several examples of printed solid fibre and 
corrugated shipping cases as well as other boxboard 
products. 


Other exhibits which are not shown in the accom- 
panying illustrations were: Outserts, Inc., New York 
City, with a showing of several types of containers to 
which Outserts had been applied, showing the utiliza- 
tion of this feature; Riegel Paper Corporation, New 
York City, showing samples of Riegel’s waxed glassine 
and other papers as applied to various packages; and 
A. B. MacAttammany Publications, Inc., who dis- 
tributed copies of Packaging Record. 


q 


The Division of Simplified Practice of the Bureau 
of Standards held a general conference of representa- 
tives of all interests to discuss the simplification of 
sizes of paperboard shipping cases for canned fruits 
and vegetables at the Department of Commerce 
Building, on May 29, 1931. A tentative list of sizes 
for paperboard shipping cases, prepared by the stand- 
ardization committee of the Paperboard Industries 
Association, was submitted for the consideration of 
the conference. This list recognizes the recently 
proposed recommendation of 27 sizes for canned fruits 
and vegetables, as approved by a general conference 
on January 30, 1931, and which is now before the 
industry for acceptance. 


q 


Packaged meats labeled with a U. S. Department of 
Agriculture certificate of quality is the latest innovation 
in the retailing of meats. Retail sales under this new 
system which is used by a group of food stores in New 
York have been reported to department officials as hav- 
ing increased from 20 to 40 per cent in individual stores. 
There are 85 stores in the group. 

The meat is examined by a Government grader at a 
central plant where each wholesale cut is stamped with 
the appropriate “U.S.” grade. Each cut is placed in a 
sanitary package, or carton covered with a transparent 
wrapper and a Government grade label is affixed so 
that the consumer may see at a glance the Government 
certificate of quality. The packages are then placed in 
a special refrigerated container and distributed among 
retail stores. 
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Washington Correspondence 


The Bureau of the Census announces the publication 
of a special report on sales (shipment or deliveries) 
made by manufacturers of converted paper products 
in 1929, compiled from returns received at the biennial 
census of manufacturers in 1930. This report covers 
the output of the following industries: paper bags, 
exclusive of those made in paper mills; paper boxes, 
not elsewhere classified; cardboard not made in 
paper mills; card cutting and designing; envelopes, 
and wall paper. 

The total value of converted paper products sold 
by manufacturers in 1929 was $809,588,496, an increase 
of 9.2 per cent as compared with $741,644,992 re- 
ported for 1927, the last preceding census year. (The 
1927 figures refer to production, not sales.) The 
principal classes or groups of products, named in the 
order of their importance, were paper and paper- 
board boxes and containers, paper bags, and envelopes. 
The value of paper and paper-board boxes and con- 
tainers increased 3.6 per cent from $332,428,153 in 
1927 to $344,439,516 in 1929; for paper bags, the 
rate of increase was 11.3 per cent, the 1927 and 1929 
values being $71,010,527 and $79,056,252, respectively. 

The following figures are included among those 
given: 





Class and type 1929 1927 
ee | rr $79,056,252 $71,010,527 
Shipping containers, corrugated................ 96,556,400 96,229,324 
Shipping containers, solid fibre................. 42,035,357 45,673,839 
Cartons and folding boxes..................... 95,221,712 83,793,936 
Set-up paper boxes.................. 85,212,608 89,931,531 
Paper cans......... ieweewa .. 138,085,529 8,126,247 
Decorated, lithographed, lacquered, and fancy 

covered boxes............. 6,608,913 2,981,553 
Other boxes and containers.................... 5,718,997 5,691,723 
Glazed and fancy paper.... 10,575,108 11,367,144 
Gummed paper and tape, total 13,025,734 8,241,670 
Waxed paper............... 33,380,418 27,577,399 


q 


A complete understanding of what food and drug 
labels mean is necessary if the public is to obtain the 
full benefit from the enforcement of the national 
pure food law, according to W. R. M. Wharton of 
the Department of Agriculture, in a recent address 
before the Tea Association of America. 

“In order to understand what labels mean,’ Mr. 
Wharton said, “‘the consumer must know how to read 
them; must be aware of the significance of words 
used to name and describe products; and must know 
definitions and standards. The consumer must know 
kinds, varieties, and grades of foods and drugs, and 
weights and measures equivalents. The consumer 
must also know the requirements of regulatory laws 
as they affect labeling. Consumers have a right to 
know the composition, quality, efficiency, and limi- 
tations; in fact, the whole truth about the products 
they buy. If they will insist upon exercising and 
holding this right, the manufacturers of the country 
can do nothing less than comply with their demands.”’ 

“It is also the tradesman’s duty to assist the buyer 
to learn what labels mean,’ Mr. Wharton said, adding 
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that “it is likewise his obligation to know how to 
read labels himself in order that he may properly 
interpret them for his customers.” 


q 


The Division of Simplified Practice of the Bureau 
of Standards has mailed to all interests, for their 
consideration and written approval, a copy of a sum- 
mary report of the general conference which recently 
approved a simplified practice recommendation cover- 
ing the sizes of glassine paper bags. This simpli- 
fication program establishes uniform sizes for both 
flat and square bags for specific purposes, such as the 
packaging of bread, pies and cakes; and the sizes 
of general purpose bags, of capacities from one to two 
pounds, as used in the confectionery trade. The 
reduction in variety effected by the establishment of 
this recommendation will be from 124 sizes to 26, or 
approximately 79 per cent. The program is to be- 
come effective one month after approval by all interests. 


q 


A new cotton bag featuring a ‘‘show-window”’ back 
has recently been devised by the Department of Agri- 
culture, in cooperation with the North Carolina State 
College of Agriculture and Engineering, suitable for 
packaging potatoes, onions, and other farm products. 
The bag is woven in one piece of cloth, but one side is 
of very open mesh so that the contents may readily be 
seen by the buyer. Its advantages are pointed out as 
saving the grocer the time necessary to weigh each order 
and preventing the customer from picking over the 
produce. 


q 


A simplified practice recommendation covering 
the packaging of 20 items of overhead electric railway 
materials was adopted at a general conference of 
representatives of all interests, held under the auspices 
of the division of simplified practice of the Bureau of 
Standards, Department of Commerce, on May 7, 
1931, at Pittsburgh, Pa. 

Recommendations were made for the packaging of 
the following materials: protecting trolley armour, 
pole bands up to and including 6 in., pole bands 7 in. 
and over, fork bolts with insulator '/; in. in diameter, 
fork bolts with insulator °/s in. in diameter, angle 
crossarm braces, flat steel crossarm braces, crossings 
or crossovers, trolley wire clinch cars, trolley frogs, 
straight line hangers, cap and cone insulators, section 
insulators, strain (Globe & Giant) insulators, wood 
strain insulators, feeder pins for steel crossarms, straight 
line suspension pullovers, trolley wire splicing sleeves 
(soldered), trolley wire splicing sleeves (mechanical), 
and line section switches. 














Entrenching Packages While 
Congress Makes Up Its Mind 


By Waldon Fawcett 


Packagers who dislike any 
policy of marking time or 
recourse to temporary ex- 
pedients will not relish the 
present situation in the United 
States with respect to legal 
protection for packages. 
Nevertheless, there is no im- 
mediate help for this incon- 
clusive state of affairs. For 
realists, there is nothing for 
it but to face the fact that Congress has taken its time 
and may take some more time—to make up its mind 
just how much protection and what form of pro- 
tection it will provide against package piracy or the 
imitation of package marks and packag’ features. 

Thanks to the trend of the times in packagedom, 
this interlude of uncertainty is not so hard on many 
packagers as it would have been a few years since. 
Formerly it was the fashion to adopt a package form, 
once and for all. The theory was that, intending to 
build permanent good-will into a recognizable package, 
the packer should be at pains to make the best possible 
package choice and then bend all his efforts to making 
it a familiar, established institution. Given such an 
ideal of permanency, it is easy to understand why 
the would-be packager for the long pull should be 
peeved to be held up by uncertainty with respect to 
the governmental arrangements for safeguarding ex- 
clusive package rights. 

The irritation over congressional delay which would 
otherwise exist is, however, tempered at this juncture 
by the spread of the vogue for package revision and 
redesign. The new cult with many of the nation’s 
most progressive packagers is that it is a mistake to 
be wedded for life to any one package pattern. And 
that it is a tactical error to let the public acquire the 
habit of identifying or specifying merchandise solely 
by package form, typography or color. The creed 
of the modernists counsels the packager to be as 
loyal as may be to his trade mark. Likewise to stick 
to the same label or name-plate, once the public has 
rooted the sticker deepinits memory. But to maintain 





Under present conditions a manu- 
facturer cannot obtain complete 
and nation-wide protection from 
duplication for his package. 
are, however, certain registrations 
which permit a partial protection, 

as outlined in this article 


freedom to redesign the pack- 
age as a whole, periodically 
or intermittently, in tune with 
the style shifts of the times. 
Given this shortened ‘life 
expectancy” for packages and 
it is surmised that the disciples 
of package rotation should not 
worry, too much, over the 
perplexities of package en- 
trenchment. 

When all is said and done, 
however, there remains upon 
every packager, who is in 
business to stay, the respon- 
sibility of fortifying his pack- 
age assets. Even a short- 
term seasonal package may 
be frustrated if copyists can 
spy out the novelty early 
enough to flood the markets 
with cheap imitations or near- 
doubles. And who can say 
when a package conceit which 
was put forward as a passing 
fad may anchor itself in public 
favor to the reward of the 
discoverer who has estab- 
lished a monopoly. No, candor compels the confession 
that packagers should give serious thought to the detour 
they will follow while the package protective machinery 
is ‘under construction.” 

The question of what-to-do while one waits may 
be easier for the packager if he has a clear under- 
standing of the situation in Congress and thereby 
appreciates that the several aspects of this complicated 
issue are interlocking and, in a sense, dependent upon 
one another. As luck has it, the national legislature 
is engaged in overhauling, simplifying and modernizing 
three of the foremost Federal agencies for safeguarding 
package elements against theft or invasion. Congress 
has been engaged on this task, off and on, for more 
than ten years. Under a continuance of existing 
circumstances, normal progress might be counted 
upon to bring completion this coming winter. But 
the uncertainties of political control in the 72nd 
Congress increase the chances of further postponement. 


There 


One of the reforms which Congress has not quite 
made up its mind to order is trade mark revision— 
the liberalization and consolidation of the statutes 
governing the registration of trade marks at the 
U. S. Patent Office. The second project in suspen- 
sion—more radical, by far, in the revolution it would 
precipitate in packagedom—is the creation of a system 
of design copyright or design registration, instead of 
the present system of design patents. The third 
contributor to package integrity is the much-dis- 
cussed General Copyright Bill which would reach 
packagers through its provisions for the entry at the 
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Copyright Office (instead of the Patent Office) of 
labels and “‘prints,’’ not to mention the art subjects 
which adorn gift boxes. Lesser propositions on which 
Congress continues in the deliberative mood include 
the thrusts at ‘‘slack packs’ and ‘“‘short packs’’— 
correctives such as the Deceptive Package and Slack- 
Filled Container Bill. 

Admitting, however reluctantly, that Congress, 
or at least the Senate, may continue to hold in abeyance 
all efforts for simpler, cheaper and more elastic in- 
surance for package designs and package names, 
what is the packer to do about it? Presumably it 
is a temporary dilemma. Almost nobody who has 
been in touch with the long-drawn campaign for relief 
doubts that sooner or later the nation’s law-makers 
will screw up their courage to grant the business 
community a new charter of good-will assets, even 
if there are some dissenters who object. Even so, 
ad interim package protection must be reckoned with. 
In this age of package multiplication and quickened 
package competition, the canny packer will want to 
make the most of the facilities at hand for isolating 
his package and lifting it out of reach of pirates. 


The first reaction of almost every expert who was 
consulted for the purposes of this article was a recom- 
mendation for the utmost measures of trade mark 
entrenchment. The attitude of trade mark solicitude 
is due in part to the fact that the trade mark is the 
heart of the package in nine cases out of ten. Not, 
perhaps, in the case of decorative gift packages destined 
for festal or ‘‘occasional’’ purposes. But surely in 
the case of packaging for repeat orders. In other 
part, the formula which favors trade mark entrench- 
ment as the one best stop-gap at this juncture is 
dictated by the consideration that, in its effect upon 
established packagers, the new trade mark deal will 
not be very different from the old. 

Analyze the Trade Mark Revision Bill endorsed 
by the American Bar Association, which advanced 
more than half-way to its goal at the last session of 
Congress, and you find that it admits to registration 
certain classes of commercial marks and merchandise 
marks heretofore excluded, but it does not abridge 
any of the protection now enjoyed by technical trade 
marks. Hence, the tip to the packager to get in 
early with his trade mark registration, if his mark 
is acceptable at the Patent Office, and thus be en- 
trenched against the flood of registrations which may 
be expected so soon as the gates are opened to collec- 
tive trade marks, marks that have acquired ‘‘secondary 
meaning,’ and the other erstwhile exiles that are to 
be admitted to the register under the new bill. 

What about protection of a package in its entirety 
as a trade mark? Some packers have heard gossip 
to the effect that trade mark revision will render 
whole packages eligible as trade marks. And a few 
hopeful souls have postponed package redesignings 
in the faith that if they wait the way will be opened 
to register the package ensemble. It is a pity to 
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dash cold water on natural and laudable hopes, but, 
frankly, trade mark revision, if and when it comes, 
does not promise so much. To be sure, the Vestal 
Bill has provided for the admission of packages to 
the collection of unregistered marks to be maintained 
for search purposes at the U. S. Patent Office. And 
“containers” are sheltered by the blanket provisions 
of Section 29 from ‘‘false descriptions’ and ‘‘false 
designations of origin.’”’ But none of this is equivalent 
to what many packagers have long coveted, viz., 
the privilege of enrolling a package or a package- 
closure as a full-fledged trade mark for the contents 
of the package. 


As matters stand today, and probably as matters 
will stand after the trade mark shake-up in the future, 
the one best bet for the packager who wants maximum 
protection for his unit is to make his trade mark as 
nearly synonymous as may be with his package. 
This does not cut him off from the eye-catching, atten- 
tion-arresting possibilities of unusual package shapes. 
Nor from the high visibility of colorful package borders 
and backgrounds. But trade marks being the most 
perfectly protectable of all package elements, it 
follows that it is good policy to play them up as much 
as possible. It is to be remembered, too, that there 
is no legal nor other objection to the use of two or 
more trade marks on one package. Thus, a packager 
may literally cover his container with good-will armor 
by the simple expedient of registering separately the 
several trade mark designs that appear on the re- 
spective faces of the package. 

Protection of package design, while waiting for a 
lenient system of package design copyright, is plainly 
a poser. Even if the packager has made up his mind 
to invest $50 to $100 in package protection, it is not 
easy to pass the test of “invention’’ which must be 
met by every package that is a candidate for a design 
patent under present conditions. If the packer has 
not been lucky enough to stumble upon a genuine 
novelty in package architecture, his best chance of 
patent protection, under the present stern rules, may 
be found in a package feature that may be a minor 
part of the whole but that may be played up in ad- 
vertising and sales promotion as a clue to origin or a 
guaranty of genuineness. Package closures, if unique, 
will support patents. Ditto the “‘convenience’’ fea- 
tures that are introduced to good advantage in some 
containers that survive as service receptacles after 
performing their original function as carriers. If a 
design patent cannot be obtained on the package 
accessory it may be feasible to get a mechanical patent. 
Then it’s all over but the shouting: ‘‘The package 
with the patented...” 

One phase of package entrenchment has no need 
to wait for a more settled state of affairs. Congress 
is not holding in the balance the fate of package 
“outriders’’—the labels, stickers, seals, tape and band 
designs which contribute so much to the individuality 














Again Kiefer 
With Improved Equipment 


For fifteen years, in the packaging of all kinds of 
semi-fluid products, the Kiefer Visco has made an 
unapproachable record for— 

Accuracy—speed—cleanliness—dependability— 
convenience—low cost operation—small upkeep cost 
—versatility—durability. 


Now— 


The New “Impacta”’ 
Visco Filling Machine 


With all the efficiency and advantages of the 
old Visco—even simpler in construction—embodying 
many newly developed and excellent features. 

Fills by the Kiefer“ Impacta” method (patented). 
Packs the containers solidly, free from air pockets. 
Ideal for mayonnaise, salad dressing, etc. Excellent 
work on mustard, lard, apple butter, paint, salve, 
cold creams. 

Straight-line operation. Containers fed auto- 
matically from conveyor into machine and discharged 
back on conveyor. One operator. Speed up to 120 
jars a minute. 

Write for full information. Find out what this 
machine will do for you in your plant. 


















The Karl Kiefer Machine Company 
Cincinnati, Ohio 
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of a package. All members of the label family are 
protectable by copyright at present. As are also 
“advertising prints,” which latter classification takes 
in some package inserts and outserts, container- 
stuffers, etc. Copyright protection will be little 
different in the new era from what it is today. Oh, 
to be sure, if the General Copyright Bill wins its way 
in the Senate, as it has heretofore in the House, there 
will be a new port of entry. Labels and prints will 
be certified as to date of adoption at the Copyright 
Office instead of at the Patent Office. But the terms 
and conditions of protection will be much the same. 
There will be this advantage, however, that all labels 
and prints for articles of manufacture will be handled 
at one clearing house. Nowadays we have one portion 
credentialed at one place and the balance at the other. 

Label copyright may be recommended, moreover, 
to the average packager for immediate use to the 
limit as a hostage against the protection which Con- 
gress may ultimately make available in other quarters. 
Too many packers neglect package insurance via label 
copyright under the impression that they have auto- 
matically covered their labels by their trade mark 
registrations. Nothing of the sort. A_ registered 
trade mark may become part of a label, without in- 
validating its registration. But its presence did not 
extend its shelter to the entire label. The latter 
must be sheltered separately by a copyright franchise 
of its own. Label copyright is, in its elasticity, pe- 
culiarly adapted to package protection, inasmuch as 
a carton blank or package wrapper in its entirety may 
be entered as a “‘label.”’ 


Finally, by way of emergency measures of package 
protection while awaiting the outcome of the Con- 
gressional program, there is state registration, state 
by state in as many states of the Union as are em- 
braced in a packager’s market. Several pages of 
MODERN PACKAGING would be required to go deeply 
into this subject of protection of industrial property 
by individual states. For the time being, it suffices 
to say that there are, in almost every state, certain 
facilities for registration by way of routing the superior 
rights based on priority of use. Some states go Uncle 
Sam one better by extending their full facilities for 
the pedigreeing of packages instead of listing only 
trade marks and trade names. Other states are 
less generous but all have charters of monopoly to 
bestow that help to buttress the integrity of a dis- 
tinctive package or distinctive package dress. If a 
packer is confining his distribution within the borders 
of any one state he has to rely on state registration 
facilities. Only packages that pass in interstate 
commerce are, or will be, eligible for Federal pro- 
tection. The packager who has already “gone na- 
tional’ can ill afford to scorn state registrations, 
especially so long as Congress keeps him up in the air. 
It is possible that the sum of his state registrations 
may give him better protection than the Federal 
registration now available. At least the state regis- 
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trations afiord dependable supplementary protection. 
Especially do they forestall confusion with local 
“specials” in packaging and packages under private 
brands. There is comfort, too, in the knowledge that 
whatever is done for package protection by any of 
the above-mentioned means will not need to be undone 
when Congress finally provides arrangements for the 
future. 


New Product Has 


Unusual Closure 


The reproduction accompanying this article shows 
the new burn emollient, Joncolia, a product of Johnson 
& Johnson, New Brunswick, New Jersey. 

Joncolia is packaged in a horizon blue tube with the 
standard dark blue company color for the lettering and 
also the background for the name of the product. It 
creates a pleasing contrast, supported by just enough 
white lettering and modern treatment of design to 





A RELIEF FROM BURNS IS FURNISHED IN AN ATTRAC- 
TIVE TUBE PROVIDED WITH A_ SPECIAL CAP THAT 
FACILITATES ITS USE 


make the entire effect appealing. This effect is in- 
creased by the artistic black, octagon shaped closure, 
made of phenol resinoid which possesses an unusual 
feature. 

The tube is hermetically sealed. The seal or film 
protecting its contents from the time of manufacture 
until it reaches the ultimate user’s hands, is punctured 
by removing the phenol resinoid closure, reversing it 
and using the sharp pointed top as the penetrating 
wedge, giving the closure great utility value. This isa 
product of General Plastics, Inc. 




















WARNERCRAET 


THE FINEST WORD IN PACKAGING 


: aminnarseal offers 
a complete line of 
boxes—to answer every 


kind of package need. And 


with it is offered a design 





























ee and merchandising service 
that considers YOUR 
NEEDS, not the limitations 
of the package manufac- 


turers’ materials. 


Warnercraft’s Service is thus 
absolutely unbiased. If a 
folding box answers the 
requirements better than a 
set-up box, it is recom- 
mended. Or if a molded 
box is the correct solution, 
Warnercraft has it also. 
Warnercraft is unique in 
this distinction. 


Why not consult our crea- 
tive package experts? 
There’s no obligation in- 
volved; yet a Warnercraft 
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way to greater sales and in- 





FANCY SET UP 


PAPER BOXES creased profits, through 
more eHective packages. 
FOLDING 


eereal THE WARNER BROTHERS CO. 


aprabenaen||| BRIDGEPORT CONN. 


DESIGNERS ALWAYS 





AT YOUR SERVICE 
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Opening Up 
a New Market 
; by Packaging 





E. H. Rehnquist 





WHETHER IT IS A VANITY Not for the first time has a concern faced right about and turned to 


CASE, LIP STICK, POWDER packaging for the needed stimulus in a lagging market. The past two 
OR CREAM PACKAGE, years have seen many instances of the blossoming forth of old products. 
THESE STEIN PRODUCTS Whether this is due to the only too well-known and much-talked-about 
ARE PERFECT EXAMPLES OF business depression that has gripped the country, the steadily increasing 

PACKAGE ENSEMBLING competition for trade or the realization, which recent events in the 


packaging world emphatically demonstrated, of the demand for pack- 
aging by retailers and consumers alike, is a question to which, at least 
at the present time, the answer is—package. Changing style trends, 
also, must not be overlooked—a factor which, much too often, is not 
foreseen until well entrenched. 

Along with many other things, the world of kleig lights and make- 
believe has seen the metamorphosis of the type eptomized by Lillian 
Russell to the slinky, glamorous Garbo. And gradually, with this 
change has come a change in the make-up habits of many of our leading 
actors. The day for the heavily made-up face is definitely on the decline. 

By Mary Michael Large tins of grease paint, this, that and the other thing have been 
buried under the mould of passing trends. A simulation of naturalness, 
on stage or off, is the vogue, and the scurry among manufacturers of 
theatrical cosmetics, to regain the lost sales volume, is on. 

Among the first in this field to branch out into the retail trade is the 
M. Stein Cosmetic Co., New York. A complete new line from facial 
tissues to eye-shadow has been added for popular consumption and 
presented to the million prospective users not in the (Please turn to page 80) 
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The “STERLING” Booth at the Package Exposition, New York City, May 19, 20, 21, 1931 








ACKAGES proclaim the merchandise. The 
| ne stone is distinguished by the 
processes to which it has been subjected. The 
re-styling and production of packages, boxes, 
cartons, labels and containers have become a 
highly specialized art and science. Our skilled 


and experienced artists and craftsmen operating 





under expert supervision offer their services. 


STERLING ENGRAVING COMPANY 


Photo-Engraving Specialists to the Packaging Industry 
COLOR PROCESS — BLACK and WHITE— BENDAY-— LINE 


EAST PLANT—304 East 45th Street —VAnderbilt 3-7661 to 7666 WEST PLANT—475 Tenth Avenue—MEdallion 3-1900 to 1905 


NEW YORK, N.Y. 
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Economy in Automatic Wrapping 
of Oleomargarine 


Although various brands of oleomargarine are pro- 
duced in the Chicago plant of Durkee Famous Foods, 
Inc., the best known is the nationally advertised 
Troco. In the preparation of these products for the 
market four Automat wrapping and cartoning machines 


machines in the plant are handling the annual produc- 
tion at $57,222 less than would be required with hand 
wrapping. 

The plant was taken over by Durkee Famous Foods, 
Inc., about two years ago. Hand wrapping of oleo- 





AUTOMATIC WRAPPING AND CARTONING MACHINES AT CHICAGO PLANT OF DURKEE FAMOUS FOODS, INC. 


are handling an average of 91,500 lbs. of oleomargarine 
each day. 

The use of machine rather than hand wrapping has 
resulted in a more uniform wrapping and a neater 
package which is more attractive to the trade. The 
greater cleanliness afforded by machine methods has 
permitted use of the phrase, ‘‘Not touched by human 
hands,” in a recent national advertising campaign. 
By eliminating the need for a large number of girls 
which would be necessary if the product were wrapped 
and cartoned by hand, the wrapping and cartoning 

*A survey made by A. C. Nielsen Company, engineers, in col- 
laboration with J. H. Carney, manager of Durkee Famous Foods, 
Inc., Chicago, Ill. 
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margarine was practised at that time. As a result of 
the manager’s experience with wrapping and carton- 
ing machines in other plants, four Automats were 
installed to wrap and carton the plant output. 

The wrapping and cartoning room is equipped with 
two print machines located side by side. Each ma- 
chine sends prints out onto a belt conveyor table. 
Each conveyor serves two wrapping and cartoning 
machines installed at right angles to the conveyors. 
Each machine is served by an operator who supervises 
the crew and replenishes wrapping paper and cartons. 
One girl takes prints from the belt conveyor and feeds 
them into the machine and another takes the filled 
cartons from the machine and packs them into ten-, 
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JERSEY CEREAL COMPANY 
Gere, PA TORONTO, CANADA 
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THREE OUT OF FIVE 


‘*Enjoy the Jersey Difference”’ is The tight-wrapped package 
the slogan featured on the means all the difference be- 
boxes of the Jersey Cereal tween proper and improper 
Company,Cereal,Pennsyl- wrappings of foods in car- 
vania. Naturally, every tons. Acomplete seal of 
method and means is maximum tightness 
employed to insure the oe rh protects the product 
consumers’ enjoyment a ary! from insects, from sift- 
of their product, which Ke. — £3 Y “a. sora ing, from the weather 
accounts for the Stokes ? Tha 7 2 and at the same time 
and Smith tight-wrap a 4 adds to the attractive- 


on three of the five pack- = » ness and sales value of 
ages shown above. A the product. Let usshow 


battery of Stokes and you how Stokes and Smith 


Smith wrapping machines packaging machinery will 
turn out an average of 60 make a difference in your 
packages a minute. product and its sales. 


FILLING MACHINES-CARTON SEALING MACHINES—-WRAPPING MACHINES 


STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 
LONDON OFFICE—23 GOSWELL RD. 





A RECORD OF 


Styling of an old product in the 
new trend without loss of identity. 


Creating family resemblance for 
an entire line that grew up “‘like 


Topsy.” 


Designing moulded plastics con- 
tainer to present the same visual 
bulk appearance as glass contain- 
er of same capacity. 


Creation of trade mark for new 


product. 


Advice on style trends for beauty 
aid and cosmetic manufacturer. 


Analysis of entire line of packages 
with recommendations for improve- 


ment. 


New novel construction for boxes 
made in manufacturer's own plant 
to be reproduced by the same ma- 
chinery. 


Creation of name for new product 


Determining best method of pack- 
aging and type of container. 


KAGE DESIGN CORPORATION, 


LNIWHSIIdNODDV 


HIOIHM 


DEMONSTRATES 


Devised and established a contin- 
uous sales style report for elec- 
to be used as 


trical apparatus 


guide for future designs. 


Designing modern glass containers 
for fired-in decalcomania decora- 
tion. 


Styling of product to increase out- 
lets for the product. 


Counsel on new merchandising 


slant for old product. 


Retained by various manufacturers 
@s official design and merchan- 
dising counsellors to facilitate sale 
of material to other manufacturers. 


8 MURRAY 


Ol ALIIIGV aANO 


SERVE YOU. . 


Package Designers. 
Product Stylists. 
Color Consultants. 


The complete package design ser- 
vice, or any part thereof, is avail- 
able as you choose to use it. A 
letter, outlining your problems will 
receive our prompt consideration. 


ST., NEW YORK 









































THERES 
SALES 
APPEAL 
IN 
BETTER 
PACKAGES 





A clever one-piece 
HE modern sales manager does ‘a ae 


not need to be told that better er rhage So He 
sturdy, attractive dis- 


packages and sales improvement go play. Created for 
A. G. Spalcing and 


hand in hand. Bros. 


He does need to know where 
he can get these better packages 
without burdening himself with 
bothersome details; where he can 
depend on HIS interests being re- 


garded as prime essentials. The Sign of Better Packages 


You, too, may learn of this sort of 


service by the asking. 























SAMPLE-DURICK CO.,. Inc., 


SPRINGFIELD ~~ MASS. ~ 
FOLDING: PAPER. 60 8 66 
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twenty- and thirty-pound cases. Some brands are 
wrapped in an air-tight waxed paper in a nearby 
machine before being packed. Two of the machines 
wrap Western Flat pound packages, the third, Penn- 
sylvania pound packages and the fourth, '/;-lb. Elgin 
prints and assembles them, four to the 1-lb. carton. 

The plant operates 9 hours a day and approximately 
300 days a year. Each unit handling 1-lb. prints wraps 
and cartons approximately 26,000 lb. during the nine- 
hour day, the other machine approximately 13,500 1-lb. 
cartons, each containing four '/,-lb. prints. 

Operating costs of the one-pound machines are 
summarized in Table 1, and for the machine handling 
quarter-pound prints in Table 2. These tables are 
largely self-explanatory. Although repair and main- 
tenance expense on all four machines combined during 
the past 18 months has not exceeded $250.00, an 
allowance of $100 per machine is included to care for 
possible future contingencies. The power consump- 
tion of the 1l-hp. driving motor on each machine is 
based on a motor efficiency of 75 per cent. 

Although a direct comparison between machine 
wrapping and hand wrapping costs in this plant is not 
available as the machines were installed as soon as 
the plant was taken over, experience in other plants 
affords quite an accurate indication of the number of 
girls required to wrap oleomargarine equivalent to the 
production capacity of the machines now operated. 

A hand wrapper has been found to average 2000 Ib. 
of one-pound prints in a nine-hour day. Thus approxi- 
mately 13 girls would be required if the present output 
of each machine handling one-pound prints were to 
be wrapped by hand. The cost of carton and paper 
wrappers is somewhat higher when wrapped by hand. 
The total cost of wrapping and cartoning 26,000 one- 
pound prints by hand is found to be $175.82. A com- 
parison with machine wrapping and cartoning costs 
reveals a cost advantage of 20.6 per cent in favor of 
the machine. On this basis, each machine is saving 
$34.14 daily over the cost of wrapping by hand. This 
sum amounts to $10,242 in a year, and is sufficient to 
return the first cost of the investment in the machines 
at the rate of 144 per cent per year. 

Referring to Table 1, it has been found that the 
average girl will wrap 2000 quarter-pound prints 
during a nine-hour day. Thus 27 girls, each handling 
500 Ib. a day, would be required to wrap and carton 
the output of the quarter-pound machine. The total 
daily cost of wrapping 13,500 Ibs. of quarter-pound 
prints is found to be $180.90. On this size of print, 
the machine is found to effect a saving of $0.64 per 
100 pounds, or 47.7 per cent. The daily saving comes 
to $88.32, and in the course of a year amounts to 
$26,496.00. This sum is sufficient to repay the first 
cost of the machine at the rate of 340 per cent a year. 

Considering all four machines, the annual output 
of the plant is handled at a saving of $57,222 over the 
cost required by hand methods. On this basis the 
four machines are returning their first cost at the rate 
of 197 per cent a year, or once every six months. 
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TABLE 1. COMPARISON OF HAND VS. MACHINE 
WRAPPING AND CARTONING COSTS, 


ONE-POUND PRINTS 
LIAS OROTRUCO DET DEAE a6 eis i6 aS oc arate 3o Baha on 300 
EUOUEE DETRUR ICE GAY 6.5.5 oo 6S oo Kisco ose ome 9 
Output per machine per day.. iestetass. aeRO Ta. 
Average first cost per machine, "installed. . Bs gt pce ate ae $7,100.00 
PIPEEOUNN TRIO os > 5 555 6k peal Siok se eae oe eh eS 10 years 


Annual Fixed Charges 


PR RINIR N ae e eA ceeptns bia ACs ye $ 710.00 
Average interest on investment at 6%............ 234.30 
Repair and maintenance (estimated)............. 100.00 

Total-anniual fixed ciarges.........65665. 6sc50s..- $1,044.30 


Total Daily Operating Expense 


Pro-rated fixed charges (300 days/year)........... $ 3.48 
Wrappers—$1.16/M lb. KX 26 M Ib..........405... 30.16 
96 . 20 


Cartons —$3.70/M Ib. X 26 M-IDb...... 2.0... 6.6: 
Power—.75 kw. X 9 hr. X $0.02/kw.-hr.......... .14 








Labor—1 operator 9 hr. at $0.50/hr....... $4.50 

2 girls 9 hr. at $0.40/hr........... 7.20 
Rt PE eos arses nrc OS Oadewodare 11.70 
Total daily operating expense.............. $141.68 

Hand Wrapping and Cartoning Costs (26,000 1b. ne 
mh 2000 Ib. 


Output of one girl per 9-hr. day = 
Number of girls required—26, G00 Ib. ‘/day.. Poe. aie ae 13 





Wrappers—$1.27/M Ib. X 26 M Ib............... $ 32.82 
Cartons—$3.70/M lb. X 26M Ib................ 96 . 20 
Labor—13 girls X 9 hr. at $0.40/hr.............. 46 .80 
Total daily cost of hand wrapping (26 M Ib.).... $175.82 
By By 

Comparative Wrapping and Cartoning Costs Hand Machine 
Cost. periday (26 MUM.) occas acces $175.82 $ 141.68 
Bre ae |) | cE ee era .68 .54 
Saving per 100 Ib. by machine (20.6%)........... .14 
Saving per day per machine ($175.82 —$141.68).... 34.14 
Savings per year per machine (300 days).......... $10,242.00 
Return on investment of $7100.00................ 144% 


TABLE 2. COMPARISON OF HAND VS. MACHINE 
WRAPPING AND CARTONING COSTS, 
QUARTER-POUND PRINTS 

Days Operated MOM Veal 6s codes OER Os 6 a OS - 
PIQUES QOCTONOE DEF GAY 66.65 5.5scl6o SRA new adowns esas 
SECO SOC Ee: i hc eee ee 
ORR og ils b a pa alee AER TOOT 
First cost of machine, installed... ...........062008% 


1/4 tb. 
13,500 lb. 
$ 7800.00 


TORDPERIRNION PONIOU «5 <ars.a 6 00.5 iho 4 8 4h ROS eg eee 10 years 

Annual Fixed Charges 
TORN TODHN ERIN 5 8h 55 bce ewes dara ewtee aes $ 780.00 
Average interest on investment at 6%............ 257 .40 
Repair and maintenance (estimated)............. 100.00 
Total annual fixed charges.................. $1,137.40 


Total Daily Operating Expense 





Pro-rated fixed charges (300 days/year).......... $ 3.79 
Wrappers—$2.00/M Ib. X 18.5 M Ib............ 27 .00 
Cartons—$3.70/M Ib. XK 18.5 M Ib.............. 49.95 
Power—.75 kw. X 9 hr. at $0.02/kw.-hr.......... .14 
Labor—1 operator 9 hr. at $0.50/hr....... $4.50 
2 girls 9 hr. at $0.40/hr........... 7.20 
Wee ea tet a ese chet a eget Mice teleeaneas 11.70 
Total daily operating expense................ $ 92.58 
Hand Wrapping and Cartoning Costs (13,500 lb. daily) 
Outuntof 1 girl per Oe. Gay occ cons ec dit ccs as 500 Ib. 
Number of girls required—13,500 Ib. daily........ 27 
NOTA oo ons a non sid clonin ee sie 5 Oh eee ons $ 33.75 
Cartons—$3.70/M Ib. X 18.5 M Ib............... 49.95 
Labor—27 girls X 9 hr. at $0.40/hr.............. 97.20 
Total daily cost of hand wrapping (13,500 Ib.) $180.90 
; By y. 
Comparative Wrapping and Cartoning Costs Hand Machine 
Costiper'day (13.5 MAID)) 06 icscec. $180.90 $ 92.58 
Cost per 100 Ib.. 1.34 .70 
Saving per 100 Ib. ‘by machine (47. 7 7%)... or: .64 
Saving per day ($180.90 —$92.58)............... 88.32 


SAVING DEF VEar (GUO IGBVS) 6c. cc oe cise os aa teem $26,496 .00 
Return on investment of $7800.00.. se arheeaes 340% 











Two-Color Automatic Paper- One-Color Automatic Paperboard 
board Container Machine Container Machine 


The Simple Wire Staple 


- Has a Million Uses.... 


And Saranac has devoted years to discovering them, in- 
venting machines to exploit them and then improving these 
machines over and over again. Yet even years of study 
have not disclosed all the uses for wire staples in the 


— package making field. New uses and applications are of 





almost daily occurrence. ——* tee d 

In your plant you may have some operation which might 
be performed better if you used wire staples. But perhaps 

¥ in the rush of business you overlooked some of the oppor- 
tunities for saving which are to be found in the use of 
stapling machines. 

It can be said without fear of contradiction that the hum- 
ble wire staple and the efficient stapling machine are the greatest 
savers of the materials used in manufacture of packages. The 
continued trend toward less and lighter materials in the fabri- 
cation of packages is daily proving the value of the staple as a 
most important factor in the most up-to-date plants. P na 

F -_ or-ssrguaal And it can be further said without fear of successful con- mace 

el tradiction that Saranac engineers have created and devel- 
oped the largest line of stapling machines in the world . . . 
more than four hundred distinct machines and more than a 
thousand uses. 

Perhaps some present SAR-A-NAC machine might solve 
one of your problems . . . or it may be that a small change 
in design . . . or an adaptation . . . will serve your pur- 
pose and make you money. 


The accumulated experience of the years of Saranac re- 
search are yours . 


SARANAC MACHINE COMPANY 


STAPLING and PACKAGE MAKING MACHINES All-Rotary Press for Printing, 








Paper Bag FOR WOODEN, VENEER, PLYWOOD, FIBRE and PAPERBOARD CONTAINERS Slitting, Cutting, Creasing 
Sealer SPECIAL MACHINERY and Stacking or Rewinding 


BENTON HARBOR, MICHIGAN, U.S. A. 
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Automatic Three-Color Printing 


Automatic Fibre Container Stapler and Blanking Press 
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Gold Dust Modernizes Package 


The fascinating Gold Dust pickaninnies are smiling 
more broadly than ever in their brand new dress. The 
accompanying illustration shows the former carton at 
the left and the present at the right with front, back 
and side panel views. It was back in 1884 that this 
famous trade mark of two pickaninnies with arms inter- 
locked, seated in a wash-tub, was adopted, and gener- 
ally said to have been suggested by an antequated ad- 
vertisement in the London Punch. Since then it has 
undergone a succession of minor changes, the first dur- 
ing the Klondike gold rush when The Twins were 
shown sitting in a pile of gold coins, thereby tying up 
with the name of the product. 

During the past ten years the old style lettering has 
gradually been changed on the front panel to emphasize 
the name Gold Dust and lessen the size of the words 
‘‘washing powder”’ since it was found that the popu- 
larity of the product made it unnecessary to give 
prominence to these words. 

Many changes have been effected in the modernized 
package yet its identity is recognizable at a glance. 





THOUGH EMBODYING A NUMBER OF CHANGES_ THE 
REDESIGNED PACKAGE HAS NOT LOST ITS IDENTITY 


Instead of The Twins with negroid features, they are 
shown in silhouette and on the panels which pre- 
viously were crowded with text matter and directions, 
they have been put to work, in pictures depicting the 
many uses of Gold Dust. The lengthy type matter has 
been reduced to a simple table of directions. On the 
front panel the type is simple and modern. The old color 
scheme of black and orange has been retained but with 
the elimination of a great deal of the black, the pack- 
ages appear much brighter. 
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Instant Odorono Package Interesting 


In introducing Instant Odorono, the new deodorant 
from the Odorono Company, one of the most interest- 
ing packaging features of the product is the applicator 
supplied. This applicator, made of a hard rubber com- 
position with a soft sponge head, is attached to the 
black phenol resinoid cap, giving a sanitary, more simple 
and effective application of the product. 

The product itself is made from a new formula and 
is said to mark an advanced step in deodorants. It 
varies from the regular Odorono in that it assures 








QUICK DRYING 






ORANT AND 
PERSPIRATION CORRECTIVE 
Guards Freshness 

lothes 





DE Steele 


THE APPLICATOR ATTACHED TO THE CLOSURE IS A 
CONVENIENT FEATURE OF THIS PRODUCT 


quicker drying on the skin, gives instant protection, 
is suitable for use at all times and is effective for 
from one to three days. Being colorless it is easily 
distinguished from the ruby-colored regular Odorono. 

The bottle for Instant Odorono, which comes in two 
sizes, is a new design and decidedly different in form 
from the familiar Odorono bottle. The label has 
been executed along the same lines in red and black 
against a white background. 


q 


License without territorial restriction has been 
granted to the Robert Gair Company, 420 Lexington 
Avenue, New York City, to manufacture and sell 
bread trays for wrapped sliced bread under the Papen- 
dick Patent. In exchange for the removal of all 
territorial restrictions, the Gair Company no longer 
holds the exclusive rights to certain territories granted 
under an earlier license arrangement. 
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‘ 2700 per hour 


STARTLING new development in packaging 
A equipment—the ‘‘713”’’ is the most efficient 
machine of its kind. It is one of the simplest 
designs as far as mechanical design is concerned 
and requires little attention from help, unskilled 
mechanically. 





The ‘‘713” is ideal for dyes, pharmaceuticals, 
seeds or any free flowing materials which require 
accurate measurements. 


It doses, weighs and wraps powders of any 
kind at the rate of 2700 packages an hour. A 
paper strip from the coil advances through the 
printing mechanism first, which neatly prints the 
wrapper, then to the dosing machine and so on 
to the various stages until an accurate, neat 
package is produced without any waste of paper. 





If you package a free flowing mater ial, The machine is springless; the shafts are 
you should have this machine. Write for mounted on ball bearings; and the dosing is done 
more particulars. hygienically. 





MARIO TANZI & BROS., INC. 


348 Commercial Street, Boston, Mass. 
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Packaging a Family of Cereals 


(Concluded from page 32) ages per minute, handling 
either plain shells or printed cartons. The carton 
reservoir holds about one hour’s supply of cartons and 
can be replenished with a loss of only twenty seconds 
operating time of the machine. 

The advantages of the type of package produced by 
this equipment are many. In the first place, cartons 
can be purchased in the flat, which eliminates the oper- 
ations of side gluing, originally accomplished by the 
carton manufacturer, as this unit takes care of the side 
gluing. Due to the fact that the side seam of the car- 
ton is glued on the same forming blocks on which the 
bottom flaps are also sealed makes for a more accurately 
constructed carton. The lining being formed around 
the block rather than plunged into the carton, as is 
generally the practice, would seem to make for a snug- 
ger fitting liner. The process of fastening the top sides 
of the liner with an adhesive to the carton is also im- 
portant, in that it prevents the lining from collapsing 
which may be the case when the lining is not fastened 
to the box. By means of this method it is possible to 
fill the material into the lined package without the 
product getting down between the lining and the carton. 
As far as I am aware this is the only lining machine 
capable of handling cartons as large as the three tight 
wrapped packages at a speed of 60 or more per minute. 
The method of forming this liner, having only one side 
seam, makes it possible to produce a neat, inner waxed 
liner with the top of the liner always square and tight. 

The formed and lined shells then proceed by parallel 
belts to the fillers, one to each belt, from which the 
cereal is filled by volume. Following a check weighing 
which is done by two operators, one to each line, the 
filled cartons proceed to the sealing machine. The 
latter is provided with what is known as a sack folding 
attachment which neatly folds the liner down on top of 
the contents of the carton independent of the flaps, 
after which the top flaps are sealed and the packages 
pass on by belt to the tight wrapping machine. Herea 
printed wrapper is automatically placed and sealed 
completely around each filled container at the rate of 
60 packages a minute. The completed packages are 
then hand packed in corrugated shipping cases and con- 
veyed to automatic top and bottom sealers. Inciden- 
tally, the company makes and prints its own corrugated 
cases. Corrugated boards as received are cut to length 
and scored and put through a printer and slotter, being 
then stored for use as required. The printed designs on 
these cases correspond with those on the cartons. 

One views the unit just described as possessing sev- 
eral points of advantage in packaging practice. There 
is the saving in floor space and maintenance cost em- 
bodied in the one unit as it represents the minimum 
number of parts and mechanical motions for producing 
these packaging operations. 

A single description will suffice for the other five 
units and for the various operations performed thereon. 
A carton former and bottom sealer supplies the printed 
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cartons, which are fed in knock-down form from the 
magazine of the former, set up and ready for the liners. 
These waxed liners are forced into the cartons which are 
then impelled bottom side up through an arc of 180 
degrees so that they fall, open side up, on two parallel 
belts which carry them to the filling hoppers. Filled, 
the packages are then passed through an automatic top 
sealing device where the top edges are folded in and the 
flaps folded and gluedin place. Asin the tight wrapped 
packages, these sealed cartons are also packed by hand 
in corrugated cases, subsequently to be sealed in the 
automatic top and bottom case sealers. 

When it is desired to provide a waxed wrapper around 
the packages, this operation is performed on auxiliary 
wrapping machines which automatically wrap and heat 
seal at a high rate of speed. 

The plant consists of four buildings of four floors 
each, providing in all 125,000 sq. ft. of floor space. In 
addition to the production and packaging facilities al- 
ready mentioned, there is a complete machine shop for 
the repair of equipment and the construction of new 
machinery and apparatus, a well-equipped laboratory 
for the testing of raw and finished materials and ample 
storage for supplies that are needed as well as for the 
completed products. A branch railway spur serves the 
plant; elevators lift trucks and conveyor belt systems 
take care of transportation in the various departments. 


Drug Store Packages to Be Studied 


More than one thousand different packages are to 
be studied in the national drug store survey which is 
now being conducted by the Department of Com- 
merce in St. Louis, according to Wroe Alderson, chief 
business specialist in charge of the survey. 

Among the questions to be studied are: What are 
the elements of a good package in the field of pro- 
prietary medicines and related items sold through 
drug stores? What elements meet the needs of retail 
selling and appeal to customers? What are the pre- 
vailing practices with regard to color, descriptive 
matter, size, etc., in these packages? 


q 


In line with the present policy in effect among well- 
known manufacturers of cosmetics, Richard Hudnut 
is enlarging the scope of its activities by the opening 
of the Richard Hudnut Shop, at 693—5th Avenue, New 
York City. 

This salon was primarily built and designed for the 
purpose of administering Richard Hudnut beauty treat- 
ments, recently created by the company. Both the ex- 
terior and interior of the new building reflect in a high 
degree the modern spirit of the company which has been 
repeatedly evidenced in the designing of packages for its 
products. At present but two floors of the building are 
occupied by the company, the first for the display and 
sale of Richard Hudnut products which include many 
new numbers. The second floor is entirely taken over 
by the beauty salon with booths charmingly and ex- 
quisitely furnished in various periods. 
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THE 
PERSONALITY 
OF YOUR LABEL 


Your Label—your best 
salesman — must have per- 
sonality. It must be worthy of your 

product; it must co-ordinate with your 
advertising; it must have colorful lure in ‘= 









Our product helps sell LUX TOILET SOAP; 
We can help sell your product too. 


the retail store.... Recognition of these prin- 
ciples is manifest in “U S” Labels. “U S” offers 
you a long and varied experience which has played 
a real part in the sales success of many well known 
products. ete ere era We can serve you, too. < 

























“COLOR PRINTING HEADQUARTERS” 


CINCINNATI BROOKLYN BALTIMORE 
110 Beech Street 101 N. 3rd Street 28 Cross Street 


Sales Representatives in 16 Cities —A Nation-wide Service. 
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Francis Gonda in Charge 
of Western Sales Office 


Francis D. Gonda, vice-president of the Einson- 
Freeman Company, Inc., of Long Island City, New 
York, and well 
known for his 
articles and 
talks on win- 
dow and store 
display, has 
been appoint- 
ed by the 
board of di- 
rectors of that 
concern to 
take charge 
of western 
sales, with 
headquarters 
in the Wrig- 
ley Building, 
Chicago, II]. 

Mr. Gonda 
will head his 
own complete 
organization 
in Chicago 
and other parts of his territory. This action was made 
necessary by repeated pressure on the Einson-Freeman 
Company by its western clients for closer contact and 





FRANCIS D. GONDA 


service there. 


q 


The forty-eighth annual convention of the National 
Confectioners’ Association took place at the Hotel 
Stevens, Chicago, June 2 to June 5, inclusive. Morning 
and afternoon business sessions included addresses by 
well-known men of the industry and considered prob- 
lems of production and distribution. In conjunction 
with the convention was held the eighth annual exposi- 
tion of the manufacturers who supply materials and 
equipment to the confectioners. Those exhibiting 
packages and packaging equipment were as follows: 
American Can Company, New York City, fancy 
candy boxes; Automat Molding & Folding Company, 
Toledo, Ohio, forming, filling and sealing machine for 
use with transparent cellulose; Dennison Manufactur- 
ing Company, Framingham, Mass., boxes, seals, bands 
and labels; Dobeckmun Company, Cleveland, Ohio, 
transparent cellulose bags and envelopes; du Pont 
Cellophane Company, New York City, Cellophane; 
J. L. Ferguson Company, Joliet, Ill., multiposter ma- 
chine, Packomatic scale and feeder; Ira L. Henry 
Company, Watertown, Wis., candy boxes; A. Klein & 
Company, Inc., New York City, fancy candy boxes; 
McGraw Box Company, McGraw, N. Y., candy boxes; 
Milprint Products Corporation, Milwaukee, Wis., fancy 
wrappers; National Bundle Tyer Co., Blissfield, Mich., 
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parcel tying machinery; National Converters Institute 
Association, candy bar wraps; Package Machinery 
Company, Springfield, Mass., wrapping machines; 
Pilliod Cabinet Company, Swanton, Ohio, fancy boxes; 
F. J. Schleicher Paper Box Company, St. Louis, Mo., 
candy boxes and containers; Schultz Illinois-Star 
Company, Chicago, IIl., fancy boxes; Triangle Package 
Machinery Co., Chicago, Ill., packaging machinery; 
E. A. Vandy, Chicago, IIl., candy boxes and containers. 


New Packaging for Old Product 


It was only a few months ago that the Rea Reta 
Corporation, New York, found greater sales outlet 
by the packaging of facial tissues in rolls. The new 
method of merchandising this product which was 
packaged in a decorated wooden box paved the way 
for further improvements. The accompanying illus- 
tration shows Rea Reta Roller facial tissue now made 
more convenient for the user by the attachment of a 
wooden standard, eliminating the necessity of hand 
unrolling. The standard for decorative purposes is 
painted a delicate pastel shade to match the color of 
the product which comes in six colors, and harmonizes 
with any decorative color scheme. It can be placed 





FACIAL TISSUES ON ROLLER STANDARDS PERMIT THEIR 
USE IN EITHER BEDROOM OR BATH 


either on a dresser in the bedroom or attached to the 
wall or woodwork in the bathroom. Though a con- 
venient and desirable improvement over the old 
packaging method, its retail price falls into the popular 
range. The stand requires only an initial expenditure 
as refills of the facial tissues are obtainable. The 
latter, wrapped in transparent cellulose, with the stand, 
is packaged in a carton of the same color. 

A new product which this concern recently brought 
out to add to its line of cosmetics is Rea Reta 
Creme Delicat. The packaging of this new item 
shows the same careful thought for consumer benefit 
and convenience. A green closure and green label 
with silver embossed lettering against the white bottle, 
beautifully executed, makes this a fitting accessory 
in any well-appointed boudoir. 




























Heekin Colors on Heekin Cans 
will add to the advertising value 
of your package. Vivid . . . bril- 
liant ... attractive colors or sub- 
dued .. . blended . . . mellow 
shades expertly designed to 
make your package as distinc- 
tive and as individualistic as this 
modern age demands. Heekin 
Lithographed Cans give your 
product full advertising value. 
May we be of service to you? 
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HEEKIN CANS 


THE HEEKIN CAN CO. CINCINNATI, OHIO. 
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MACHINERY — SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


New Bag Filling Machine 


for Free Flowing Materials 


A new bag filling machine for such articles as cheese, 
seeds, powders, cocoa, cereals, salt, nuts, and any other 
free flowing material has been introduced by Mario 
Tanzi & Bros., Inc., Boston, Mass. 

This machine is said to be of an unusual type and 
embodied with features not found in any one bag filler. 





NEW BAG FILLING MACHINE, UNIVERSAL 733” 


One of the most outstanding of these features, officials 
of the company point out, is that in the same machine 
two different materials can be used for filling, in one 
running. 

And while it possesses these added improvements, 
this machine, known as the Universal ‘‘733,”’ is said to 
be unusually simple in operation. The bags are placed 
in a guide box and one by one are automatically taken 
under the measuring mechanism, opened, filled, glued 
and the flap turned. They are then delivered and lined 
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in the delivery chute ready to be boxed. The opera- 
tion is so dependable that with one operator more than 
one machine can be attended, it is said. 

All of the shafts are constructed on ball bearings, 
and the most delicate mechanisms are fully enclosed 
so as to protect them from unnecessary wear caused 
by dust. The machine is said to have a capacity 
production from 3000 to 4000 packets per hour and 
more depending on the material used. It will run any 
size packet from one and one-quarter inches by two 
and one-half inches to three and one-eighth inches 
by four and one-quarter inches. 


Automatic Bag Loading Machine 


The principal reason why paper bags have not been 
more extensively used is because of the difficulty ex- 
perienced in handling them mechanically. Realizing 
the necessity of a completely automatic bag loading 





AUTOMATIC PACKAGING MACHINE FOR BAG LOADING 


machine to take the place of slow and costly hand pro- 
duction methods now in use, the Benjamin C. Betner 
Company, Devon, Pa., specialty bag manufacturers, 
have designed and perfected the new Benco Automatic 
Packaging Machine which is shown in the accompanying 
illustration. 











» » Cutting packing costs on 

IPANA 

Sal Hepatica 

Ingram’s 
Shaving Cream 


all products of 
Bristol-Myers Co. 





A section of Bristol-Myers wrapping department. 

he wax-wrapping machine in the foreground en- 
closes the cartons in waxed paper, and the packages 
are then fed into the bundling machine, operated 
by the girl at the extreme left of the picture. 


Bristol-Myers wrapping department furnishes an interesting exam- 
ple of how wrapping machinery can help to meet a trade condition 
economically, 

In recent years retail druggists have shown a decided preference 
for small-lot purchases, making it necessary to pack goods in dozen 
and half-dozen lots. Under these circumstances, the old method of 
packing the goods in display boxes proved expensive. 

With the introduction of one of our bundling machines, which 
wraps a dozen or half-dozen packages in strong kraft paper, the 
Bristol-Myers Company effected an immediate saving of 46%. Orders 
for more machines followed in quick succession, and now this Com- 
pany operates a battery of our machines to bundle Ipana, Sal Hepatica 
and Ingram’s Shaving Cream (both tubes and jars). 

Today our bundling machinery is recognized as “standard equip- 
ment” in the drug manufacturing field. 

This is but one example of the various wrapping tasks performed 
by our machines. No matter what the nature of your wrapping prob- 
lem may be, bring it to us—solving problems built our business. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
NEW YORK CHICAGO LOS ANGELES 
LONDON: Baker Perkins, Ltd. 


: : > "4 e, . 
Pe ee | lee z.! = 


PACKAGE MACHINERY COMPANY. 


Over 150 Million Packages per day are wrapped on our Machines 
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The machine is designed for use where large numbers 
of a single size package is desired, and there has been 
taken into consideration various pack heights as is the 
case with coffee, some of which will approximate six 
inches in height, while other coffees will pack lower. 

This machine is said to be adaptable for automatically 
packing flour, sugar, cereals, insecticide, dry chemicals 
and any dry free-flowing commodity. In principle it is 
entirely automatic, involving bag feeding device, open- 
ing, weighing and folding. The machine can be fur- 
nished with either of two methods of closure, one using 
attractively printed seals, and the other for closing and 
re-opening by means of metal fasteners, commercially 
known as ‘“‘E-Z-Cloz Attachments.”’ 

The production of the machine will vary according to 
the size and design of the finished package. For com- 
parison, practical tests made with the machine, using 
1-lb. of coffee as a unit, 40 sealed and 50 E-Z-Cloz pack- 
ages per minute was set as a constant production. It is 
simple in operation involving no major mechanical ad- 
justments, and is such that can be operated at maximum 
speed with one attendant. 

The machine does not involve the use of any special 
type of bag, but has been designed to take care of any 
size or shape automatic bag now being produced, the 
first machine having been developed and placed in 
practical operation to automatically handle what is 
termed ‘‘Standard CL-1 Coffee Bags.”’ 


New Top Stitcher with 
Power Driven Table 


A new type of top stitcher embodying radical im- 
provement in the design of such machines has been 
placed on the market by the H. R. Bliss Company, 
Inc., of Niagara Falls, N. Y. 

The adjustment of the work table for different 
depths of cases has heretofore been made by hand, 
requiring considerable skill and much physical effort 
on the part of the operative. The new Bliss top stitcher 
is equipped with a power driven work table operated 
by a balanced foot pedal placed in front of the ma- 
chine. A touch of the toe on the front end of the 
pedal causes the table to be raised at the rate of 12 in. 
per second while depressing the back end of the pedal 
lowers it at the same rate. When the foot pedal is 
in neutral position, the table is rigidly held in the 
desired position by means of a brake. 

Another novel and important feature embodied 
in the machine is a device actuated by the top of 
the case that automatically stops the table at just 
the right position for the blade anvil to be entered 
under the stitching flaps, thus speeding up the opera- 
tion by relieving the operator of the necessity of 
adjusting the height of the table by hand. The use 
of the Bliss top stitcher with power lift and automatic 
stop also minimizes the danger of damage to the case 
or its contents by forcing the same over the blade 
anvil when the latter is in an improper position, which 
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may easily happen with the old type of machine due 
to careless operation. 

This machine can be placed beside a conveyor 
line or the table can be actually made a part of the 
line itself, each loaded case as it comes to the stitcher 
being rolled onto the table, raised by the power lift 





NEW TOP STITCHER EQUIPPED WITH A POWER DRIVEN 
ADJUSTABLE WORK TABLE OPERATED WITH BALANCED 
FOOT PEDAL 


to the stitching position and dropped to the level of 
the conveyor by the same means after the flaps have 
been sealed. This relieves the operator of the fatigue 
inherent in the lifting of each package by hand and 
also eliminates the danger of tearing the flaps of the 
case when the latter is handled when unsupported by 
the table. An operative using this new type of ma- 
chine can handle many more cases per day than by 
the old method and with a minimum of physical 
effort since a 90-lb. case can be as easily and as quickly 
manipulated as an empty one. 

The power lift is actuated by the same motor that 
operates the stitching mechanism so that no additional 
power is required. The latest and most improved 
types of clutches and brakes are employed, designed 
to withstand the rough usage of high speed production 
service. The main shaft is mounted on ball bearings at 
the drive end and the drive to the stitcher head is through 
a new type of multiple disc clutch which is noiseless 
and positive in action. 

The new Bliss top stitcher is available in two sizes, 
25 in. and 33 in., both equipped with the standard 
Bliss high speed stitching head. A machine of standard 
height will handle cases up to 30 in. in depth but when 
necessary can be extended to give a greater range of 
depth without additional cost. The machine is also 
offered in combination with a bottom stitching post, 
in which case the table and blade anvil both fold out 
of the way against the column. 








When Elyria 
Molds the Package 


Just one nice little jar, or a family of splendid conception. 
Out to get sales on its own, or adroitly massed for volume 

. in a display unit that enriches the group as ebony 
sets off ivory. Designed by a Sinel or by universal 
acceptance. Get the molding done by International and 


achieve the full possibilities you have hoped for. 


Here the invaluable experience and facilities of more 
than half a century of leadership in custom molding are 


yours to work with. Consult us without obligation. 

















INTERNATIONAL DIVISION 


mt THE GENERAL INDUSTRIES COMPANY 
3160 Taylor Street Elyria, Ohio 











A Labor and Money Saver! 


ONEIDA 
CHUCK 


For Use With Paper Winding Cores 





An ingenious little device safely run down roll to 
that provides many ad- last thickness of paper. 
vantages and economies (Can be furnished for anv 
for plants that handle : 
paper in the roll. It per- 
mits use of inexpensive, 
non-returnable spiral or , 
straight wound papercores converters and packaging 
ae (at Taet) cantons gut Saemees On and makes it possible to plants. 


(right) against inside of core for 
tight even grip. 


JOHN WALDRON CORPORATION 


MAIN OFFICE AND WORKS, NEW BRUNSWICK, N. J. 
CHICAGO NEW YORK PORTLAND, ORE. 


size shaft or core. Write 
for folder explaining many 
other advantages for mills, 
































JUNE, 1931 75 








Portable Semi-Automatic Bag Sealer 


An accompanying illustration shows a _ portable, 
general purpose adjustable machine for applying a 
triple fold sift-proof closure to light and medium size 
paper bags, tubes and similar flexible containers. 
This machine is manufactured by Saranac Bag Sealers, 
Inc., Benton Harbor, Mich., and was shown at the 


PORTABLE 
ADJUSTABLE 
MACHINE 
FOR TRIPLE 
POD SIFT - 
PROOF BAG 
CLOSURE. 
BELOW: FILL- 
ED, FOLDED 
AND STAPLED 
BAGS, SOME 
AUTOMAT- 
ICALLY BOT- 
TOM SEALED 





recent Exposition of the Chemical Industries in New 
York City. 

This is a standard machine which is adaptable to a 
large variety of sizes of bags and the diverse commodi- 


ties they contain—the bag sizes commonly referred to 
as |-lb. to 12-Ib. It is stated that flour, sugar, coffee, 
cereals and other dry products in various bag sizes 
can be rapidly and securely, almost hermetically, 
sealed. The minimum of paper is used to make the 
fold. The stapling heads use wire from the coil; cut, 
form, drive and smoothly clinch the staples. The 
stapled triple fold closure is the toughest and strongest 
part of the bag. 

In operation the filled bags are fed by hand to the 
machine from the work shelf. The operations of 
folding and stapling are automatically performed at a 
single stroke. The machine can be equipped to drive 
as many as six staples at each stroke and the heads 
can be adjusted to position the staples as close as */, in. 
apart to meet the government regulations. It is 
ordinarily operated at the rate of 75 strokes per minute. 
Since the output depends upon the skill and ability of 
the operator feeding the bags, the production usually 
ranges from 12 to 20 bags a minute. 

The other accompanying illustration shows a number 
of filled, folded and stapled bags. Some of these have 
also been bottom sealed by machine. 


Packaging Equipment at 
the Chemical Show 


Shown at the Thirteenth Exposition of The Chemical 
Industries which was held at the Grand Central 
Palace, New York City, during the week of May 4, 
were several exhibits of equipment and material used 
extensively in packaging work. 

Among these were the exhibits of the following 
companies: Bemis Bro. Bag Co., St. Louis, Mo., 
fabric and paper bags; Burt Machine Co., Baltimore, 
Md., labeling equipment; Celluloid Corp., New 
York, Lumarith molded materials; Arthur Colton 
Co., Detroit, Mich., automatic tube filler and closures; 
Container Machinery Corp., Newark, N. J., automatic 


tape sealer; Crystillin Products Corp., Brooklyn, 
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‘Site ee RN SE age 
AN ADHESIVE FOR EVERY [: 
NVNG@alIN | @) Ss P-Vy OO) 14:7-WIlO) NEE 





WHICH SHALL 
IT BE? 





The cheapest or the best? 
A little work with a sharp 
pencil will prove that 


ADHESIVES 


are the best and the most 
economical. The first cost 
is of no real consequence. 





Designed for the job 





Carefully made Ar a aS ei 
Accurately standardized niece. 
Uniformly dependable : Boxes That Make Sales 
: Laced boxes give your customers every advantage in 
they work unfailingly week retail selling. To them, the use of strip laces is worth 


far more than the cost of application! And to you 


in, week out, maintainin 
6 Milapaco Laces assure economy. They are uniform in 


production schedules and : quality, cleanly cut, easily separated and readily han- 
eliminating costly delays. : dled. You have a choice of many beautiful standard 
designs, as well as exclusive patterns for your clients’ 

own use. 


Samples will be mailed to you on request. 


NATIONAL 
ADHESIVES 
Lace Papers of Character 


CORPORATION REG. U.S. PAT. OFF. 


Home Office—820 Greenwich St., New York i MILWAUKEE LACE PAPER COMPANY 
: Gordon Place Milwaukee, Wis. 





4} 1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
4) 15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


: Sales Offices in all principal cities mn 
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N. Y., Crystillin molded materials; Economic Ma- 
chinery Co., Worcester, Mass., labeling equipment; 
Edward Ermold Co., New York, labeling equipment; 
J. L. Ferguson Co., Joliet, Ill., high speed packaging 
equipment; General Plastics, Inc., North Tonawanda, 
N. Y., Durez molded materials; B. F. Gump Co., 
Chicago, Ill., automatic weighers; Karl Kiefer Ma- 
chine Co., Cincinnati, Ohio, filling machines; O. & 
J. Labeling Machine Co. (Liquid Carbonic Corp.), 
Chicago, IIl., labeling equipment; Pneumatic Scale 
Corp., Norfolk Downs, Mass., filling and closing 
equipment; Saranac Bag Sealers, Inc., Benton Harbor, 
Mich.; bags and bag closing machine; Standard- 
Knapp Corp., Long Island City, N. Y., labeler and 
case sealer; F. J. Stokes Machine Co., Philadelphia, 
Pa., tube filling machines; Stokes & Smith Co., Phila- 
delphia, Pa., universal filling machine, Durite molded 
materials; Triangle Package Machinery Co., Chicago, 
Ill., automatic net weigher; U.S. Bottlers Machinery 
Co., Chicago, IIl., washing and filling equipment. 


q 


Arrangements have been concluded between the 
Owens-Illinois Glass Company of Toledo, Ohio, and the 
Vacuum Seal Co., Inc., of New York, whereby Owens- 
Illinois becomes sole manufacturer of the Vacuum Seal 
Jars. This product will be distributed through the 
nation-wide sales organization of the Owens-Illinois 
company. The Vacuum Seal jar, an all-glass con- 
tainer with glass lid, has proved its merit for many 
products over a period of years. This latest addition 
to the Owens-Illinois line of food containers provides 
packers of foodstuffs with an all-glass package for vari- 
ous food products. c 


The Closure Service Company, Toledo, Ohio, has 
announced a price reduction of 5 per cent on all stand- 
ard screw caps of both narrow and wide mouth type. 
This reduction was made possible by the steadily 
increasing volume of business which the company 
has enjoyed. This is in line with the company’s 
policy to give users of their caps and closures the benefit 
of savings made possible by increased production. 
The present schedule calls for a 15 per cent increase 
in production over the same period last year. 
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Look Into the Folding Box 
By Morris L. Lewy 


Sales Manager, Brooks & Porter, Inc. 


A new development in modern packaging is the win- 
dow folding box, permitting the consumer to see in ad- 
vance of purchase the product desired, its color, finish 
and quality. 

Recently a large shirt manufacturer realized the tre- 
mendous urge for individually packaged shirts, a new 
method to merchandise an old product, one that would 
prevent the shirt from becoming shopworn from han- 
dling. At the same time the shirt had to be visible to 





TWO OF THE UNUSUAL CUT-OUT WINDOW _ EFFECTS 
NOW DESIGNED FOR THIS TYPE OF PACKAGE TO MORE 
ATTRACTIVELY DISPLAY PRODUCTS 
the eye of the buyer for its style, size, color and material. 
This package which gave the shirt a new “‘gift sensation,”’ 
won for itself immediate consumer acceptance. This 
unique container which can be made in any color com- 
bination and finish of material, is inexpensive and can 
be adapted to any type of merchandise where “eye 
appeal” adds selling value. The unusual, yet simple 
construction of this container is more than a novelty. 
It keeps the article fresh, clean and sanitary—as 
though it had just arrived. The cutout effect can be 

made in any shape desired. 

The uses for window folding boxes is spreading to 
many industries requiring packages, aiding materially 
in the sale of food products, candy, wearing apparel and 
many kinds of novelties, and meeting the demands of 
the new era of open display. 


THE EQUIPMENT MANUFACTURED BY 
THE KARL KIEFER MACHINE COM- 
PANY, CINCINNATI, WAS GIVEN A 
REPRESENTATIVE AND ATTRACTIVE 
DISPLAY AT THE THIRTEENTH EX- 
POSITION OF THE CHEMICAL IN- 
DUSTRIES, RECENTLY HELD AT THE 
GRAND CENTRAL PALACE, NEW 
YORK 











MAKE YOUR PACKAGE 


OUTSTANDING! . a 








aaa 
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T’S good merchandising to 
add to the appearance of 
your box and keen mer- 
ONLY chandising to utilize Wilson 


coppered wire for your 
. stitching. Not only do you 





IN THE SHOPS OF 


(he TABLE'L & TICKET CO. save money on your wire but 
BUY FROM THE jou get a rust-resisting cop- 

ae” pane MANUFACTURERS pered wire which improves 

458 RABY ated OF. ae, AND BE SURE OF the appearance of your pack- 


NEW YORK SAN FRANCISCO age considerably. Send for 


LOWEST PRICES a sample coil. 
Our Designing and Planning 


= oon WILSON STEEL PRODUCTS CO. 
4900 S. WESTERN AVE. CHICAGO, ILL. 


General Factory Supplies, Inc., 27 W. 4th St., New York, N. Y. 














SELL IT IN 
R. C. FIBRE CANS 


HE product packaged in an 

R. C. Fibre Can goes over 
big. It has many advantages, 
especially in design, shape and 
economy of production. 
What’s more, its protective 
strength of construction makes 
it the logical package for your 
product. Our Art Department 
will be glad to co-operate with 
you in the creation of fibre 
cans to suit your requirements. 
Write— 

















CLEANS 
WALL PAP 


———— 


ST. LOUIS, MO. 


Factories at St. Louis and Rittman, Ohio 
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Packages in Keeping with 
Merchandising Trends 


(Continued from page 45) vogue. Aside from their 
highly exclusive and luxurious appeal, as_ back- 
grounds for brilliant color combinations, no more 
effective harmonization could be employed. In the illus- 
tration shown on page 45, the Pioneer Suspender Co., 
Philadelphia, in their boxes for belts and buckles, have 
taken advantage of the powerful appeal these papers 
hold and used them on packages for three different 
sets of these products. The reproduction shows three 
entirely differently constructed boxes, making it easy 
for the retailer to recognize at a glance the set he is 
looking for. The package at the left with its sky- 
scraper motif, quite in keeping with the hexagon shape, 
is silver with the design in green and black. Gold is 
used for the other two packages with orange and black 
for the color scheme on the center box and cardinal red 
and black for the one at the right. No superfluous 
reading matter mars the beauty of these containers or 
detracts from their smashing eye appeal. It might 
almost be said that the ingenious position and insig- 
nificant size of the trade mark name conveys the im- 
pression that it was included only as an after-thought. 
And when a belt and buckle set is selected for the 
purpose of:a gift, in holiday season or otherwise, these 
boxes will please the most fastidious donor. The gold 
and silver coverings are products of Artcote Papers, 
Incorporated. 


A package that tells the story of the product is in the 
designing of the new Butternut Oyster Cracker, shown 
on page 45, a product of the Richmond Baking Com- 
pany, Richmond, Ind. 

Simple in technique, displaying the feeling of modern 
designing trends, the finished product falls into the 
category of that which denotes a true interpretation of 
present-day artistic package design. Both front and 
back panels display a minimum amount of reading 
matter, the name of the product being the dominant 
note. The schooner at the left and the bouillon bowl 
at the bottom are so deftly incorporated, their use 
merely emphasizes the prominence of the product name. 
Side panels are reserved for information relative to the 
crackers and this is brief. The color scheme, purple- 
blue and blue-green has a retentive and display effect 
as well as being typical of the origin of the product. 
The cartons are a product of the Gardner & Harvey 
Co., Middletown, Ohio. 


q 


Latham Machinery Company now occupies larger 
offices and service quarters at 28 West 23rd St., New 
York City. This company has on display various 
machines for the use of box makers, printers and book 
binders. H. Reimers is local manager. 
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Opening Up a New 
Market by Packaging 


(Continued from page 58) ugly metal containers, so 
long associated with theatrical preparations, but in 
interesting packages whose artistic merits are sure to 
bring them to the forefront of consumer buying. All 
the rules, if they may be called such, for the creation of 
a well-designed container, have been followed with a 
nicety of detail toward harmonization. The color 
scheme throughout in the cartons and containers of the 
twenty-odd items which include vanities, refills and 
traveling kits is red, black and silver, a striking com- 
bination which, for eye appeal, merits its use more 
frequently. 

A few of the Stein products in the new Periwinkle 
line are shown in the illustration, where the ensemble 
tie-up between cartons and containers is evident. For 
the tubes of cleansing and foundation creams, specially 
designed for traveling purposes, an aluminum-finish 
container is used, thereby obtaining the silver back- 
ground. The lettering is carried out in red and black. 
And on the jars and bottles, the attractive silver labels, 
a product of Artcote Papers, carries the weight of the 
design and color scheme. The bottles of smart design 
are topped with red phenol resinoid closures. The 
powder box, also covered with Artcote paper, so effective 
with its large circle of red on the cover, will furnish a 
charming decorative note on any dressing table. 

Dealer helps in the way of display stands for bulk 
products as well as individual products have been 
designed, following in minute detail the design and 
color scheme of the line. 


A New Paste Package 


Among the new packages to be found on the counters 
of the F. W. Woolworth Company stores is that of 
“Mikah” White 
Paste, a product of 
the National Ad- 
hesives Corpora- 
tion. Thisisa 
new departure in 
this field for the jar 
contains 6 oz., an 
increase over the 
customary amount 
supplied at 10 cents 
per package. 

As shown in the 
accompanying _ il- 
lustration, the glass 
jar, provided with 
a metal screw top, 
carries a green and 
red label with the characteristic trade mark ‘*Mikah”’ 
in white with red lettering. 
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Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 
ready for insertion into your boxes. 

All sizes of partitions completely locked—will not fall apart. 

One man operation. 

Speedy, efficient and economical. 

You can reduce the cost of your partitions by its use. 

Full particulars on request. 


PARTITION MACHINERY, INC. 


569-589 E. Illinois St. Formerly Self-Locking Machine Co. Chicago, IIl. 
Cable Address: SELF-LOCK, CHICAGO 
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WHEN ORDERING 


CORRUGATEDo® SOLID FIBRE 
BOXES 


ROBERT GAYLORD, INC. 


GENERAL OFFICES ~*~ SAINT LOUIS 
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YOUR NEW ENGLAND SALES AGENCY 


is now being established, by a Sales Engineer with a long record for 
unusual results, provided you manufacture a strictly high-class, up-to- 
date packaging machine or packaging material—and act promptly. 
Only a few non-competing but allied propositions will be considered, 
or will concentrate on one line if sales possibilities warrant. . ... . 


BOX 504 
11 Park Place MODERN PACKAGING New York, N. Y. 
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LABELING 


THAT COSTS yee -- a ee 


NOTHING 


Sounds impossible, doesn’t it? But it’s 
not. The economies effected by the 
Burt Labeler soon make it apparent 










that the machine is doing more than paying 
for itself. The inevitable experience of every 
user of Burt Labelers is that Burt is saving 
them money. No lagging production schedules, 
no need for four or five operators (only one is 
necessary to control a battery) and clean speedy 
accurate labeling makes your labeling problem 
a paying proposition. 

We'll be glad to tell you more about this 
machine if you'll write. 


BURT MACHINE CO. 


MAIN OFFICE and PLANT, BALTIMORE, MD. 


Sales Offices: New York, Chicago, and San Francisco 























‘fe 
DISTINCTION 


In modern merchandising 
plans the design of the 
package plays an important 
part. Packages decorated 
by the Peerless Process 
achieve distinction and win 
consumer preference. 

Any box maker who has 
a Thomson National press of 
the Colt's Armory or Laure- 
ate type can produce dis- 
tinctive box tops by the 
Peerless Process. For infor- 
mation and samples of em- 
bossed box tops write to 
Peerless Roll Leaf Company, 
Inc., 915 New York Avenue, 
Union City, N. J. Branches 
in Boston, Chicago and 
London. 


THE PEERLESS PROCESS 


For Decorating Distinctive Packages 











SI" ST.«0 7“ AVE. 
opposite PENNA.R.R.STATION 



















A Preeminent Hotel of 
1200 Rooms each hav- 
ing Bath, Servidor, Cir- 
culating Ice Water and 
many other innovations. 
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ROTECT YOUR 
RODUCT WITH 
' APER TUBES 





AKE sure that your product 

reaches its destination intact and 
unmarred. It can be done very easily 
and economically with Cleveland Tubes, 
Cores and Containers. The sizes range 
from 1/8” inside diameter to 20”. Let 
us have your product and we'll mail it 
back to you—Cleveland-protected — 
with prices and specifications. 


CLEVELAND CONTAINER CO. 
10421 BEREA ROAD, . CLEVELAND, OHIO 


Plants: Cleveland — Philadelphia — Detroit — Hoboken 



































OCEAN FRONT 


Che 
Breakers 
ATLANTIC CITY NJ. 
Extraordinary Reduction in Rates 


As Low As 


Without Meals 


$ 2.50 Daily per Person 
35.00 Up Weekly for 2 


With Meals 


$ 6.00 Daily per Person 
85.00 Up Weekly for 2 


American or European Plan 
Hot and Cold Sea Water in All Baths 
Complete Garage Facilities 
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REG. U.S. PAT OFF 


For products associated 
with CLEANLINESS 


Firms with a reputation for spotless 
cleanliness in the manufacture of their 
products find Silverstitch especially 
valuable. The galvanized, corrosion- 
resisting finish of Silverstitch assures 
protection against rust marked containers 
at destination. It insures continuance 
of the manufacturers’ high standard of 
cleanliness. 


Hundreds of manufacturers of soap, 
food, candy, and allied lines now use 
Silverstitch in their own plant, and also 
specify “Silverstitch stitching” on all car- 
tons ordered from box manufacturers. 


We invite you to try Silverstitch with- 
out cost. Send today for a free five pound 
coil of the size you use. No obligation. 


ACME STEEL COMPANY 
General Offices: 2840 Archer Ave., Chicago, IIL, 
Branches in principal cities. 
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The Eye of 
Science selects 
Peerless Tubes 


EARS of painstaking research were 

expended by eminent scientists and 
specialists in the field of feminine hy- 
giene to develop Koromex. An elabo- 
rate clinical trial preceded the develop- 
ment of the formula. 


With meticulous care every item entering 
into the manufacture of Koromex was 
scrutinized with microscopic eyes. That 
Peerless Tubes were chosen as containers 
for Koromex is significant of the trend in 
this field. Peerless Tubes are endorsed 
by those who require clean, sterile, 
collapsible tubes for the marketing of 
their products. 


Made under the most exacting standards, 
Peerless Tubes are daily bringing to 
thousands of women the benefit of 


medical research. 


PEERLESS TUBES PRESERVE 
AND OUTLAST THEIR CONTENTS 





PEERLESS TUBE COMPANY 


70 LOCUST AVENUE 


BLOOMFIELD, N. J. 











MONARCH 


PRESERVE: 








Every manufacturer knows if he can get goods out front 
and on the counter—they’ll sell much faster. The re- 
sults of two recent surveys simply pile up the evidence. 
The first survey, dealing with four lines of merchandise. 
reports the following sales increases when open dis- 
plays were used: 


STORE: 

Hardware________________________. - 35% 
Grocery — oe 50% 
Dry Goods____ 426% 
Drugs___. pone 61" 


' The second, conducted for various drug store products, 
reports these sales increases: 


Nationally known tonic_______________- WW 
Combs___________________________. __..500% 
Mouth Wash_____.________________ __.250% 





Two surveys show how 
open displays boost sales 








Antiseptic 
Face Cream __ eee Ee nee So. 50% 


But unless you find a way to make dealers want to do it— 
you can’t always depend on them to display your goods 
day in and out in preference to the others ontheir shelves. 


Manufacturers in increasing numbers, however, are 
getting continuous cooperation from dealers by furnish- 
ing them with permanent, Canco decorated metal dis- 
plays. These washable, attractive merchandising units 
are not only welcomed by dealers because of their at- 
tractiveness—but welcomed because they add so much 
to sales. Create your own sales setting for your product 
and give it a real chance to make sales records. Consult 
with a Shonk Works representative and get full details 
about designing a Canco display for your product. 


SHONK WORKS 


AMERICAN CAN COMPANY 


Lithography on metal—Store Displays, Signs, Utilities 


New York 


Boston 


MAYWOOD, ILLINOIS 


Chicago 
Cleveland 























